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Volume Market 
-ee-Volume Sales 


Already they’re talking trial swings with golf clubs 
and baseball bats in the back yards and before you 
know it half the world will be on the golf course; 
the other half on the baseball diamond. These are 
thesports that enlist the greatestnumberof followers. 

The very size of the market for golf clubs and base- 
ball bats insures the salability of these products. The 
dealer who handles standard goods realizes to the 
full the selling opportunities of these two markets. 
Advertising in the accompanying group of national 
publications further speeds up sales of Grand Slam 
Golf Clubs and Louisville Slugger Bats. 


Louisville Slugger Bats 


Standard for more than 50 years. The bat which has been 
used by great baseball players of all time. 


Grand Slam Golf Clabs 


A large and varied line of high quality clubs that show 
many improvements in design and in playing qualities. This 
ear’s line is featured by matched sets irons and woods. 
rite for catalog. 
HILLERICH & BRADSBY CO., Incorporated 
Manufacturers, Louisville, Ky. 
Phil B. Bekeart Co., Pacific Coast Rep., San Francisco, Cal. 
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Factory ENGINEERS 
Help Big Distributor 


In the highly competitive 
Detroit market, The Rayl utes much 
ing mill supply house. 

The service that they have 

been able to give their customers has been an 
important factor in the tremendous industrial de- 
velopment of the city. For years Greenfield 
small tool engineers have worked with The Ray] 
Company in the interests of dependable technical 
service for all tool users in the area. Now comes 
this letter from which we quote with pride: 


“IT attribute a very appreciable part of our 
volume of tap business to the technical as- 
sistance which your representatives in De- 
troit give us. 


The engineering experience of your men is 
a great help to us in getting contact with 
the right people and I want to tell you that 
I feel their knowledge and experience have 
been used 100% to help develop our busi- 
ness on your line.” 


New York: 
15 Warren St. 


Detroit: 
228 Congress St., W. 


Chicago: 


13 So. Clinton St. GREENFIELD, 


Detroit supply house attrib- 
; # fra: of its success 
Company is an outstand- in tebe 





Competition is getting 
keener every day and buy- 
ers are becoming better 
informed. The lines that 
are the most profitable are 
those that offer close factory cooperation and de- 
pendable deliveries. Greenfield small tool engi- 
neers can help you increase your business on 
taps and dies; drills and reamers; and gages. 
They can assist your own men in increasing busi- 
ness on other lines because of the high standards 
of service which they deliver to your customers on 
Greenfield products. It is a mark of distinction 
for a mill supply house or hardware jobber to 
handle the Greenfield line—and month by month 
the Greenfield jobbers in the country’s leading in- 
dustrial center are increasing their impressive 
lead over competitors. 


cooperation 





Write for a copy of the new Greenfield Catalog 
No 29. You will find it suggests many econo- 
mies through concentration of purchases with one 
reliable source of supply on small tools—and re- 
member, close cooperation between our engineers 
and your salesmen. 


Canadian Plant: 
Greenfield Tap & Die 
Corp. of Canada, Ltd., 

Galt, Ontari 
MASS., U.S.A. sae ate 











TRON AGE PUBLISHING CO., 239 West 39th Street, New York, N. Y., U. 
8 


123. No. 11. 


H.A. Mar. 14. 1929 


S. A. Entered as second 
S. A.) $3.00 per year. Single copies 



































SBE Rig te 


5S aa aga ea 


4 














i ae a eet pees Sh cet ee A ae subcorumara 7 — 
aa RARBG oc RRS ENRON ey HR aaa Th ae ee 








HARDWARE AGE for MARCH 14, 1929 














It will bring them in--- 


and then they'll buy 


AKING more customers for 
hardware dealers is the aim 
of POPULAR 
SCIENCE, the 
magazine that 
morethan 350,000 
amateur and pro- 
fessional mechan- 
ics are reading 
every month. 


Popular Science 
now carries its 
service to the tool user right into 
thehardwarestore—to help you sell. 

This new sales service is an- 
nounced in the 1929 edition of the 
Popular Science Hardware Supple- 


ment, just issued. 


It brings to you, with- 
i out charge, window 
display material on mer- 
chandise now in your 
stock, or on brands that 
you are about to buy. 
These displays are col- 
ored cards, 16" x 24", with easel 
back. Each contains a sales message, 
with a guarantee of quality, and 











shows that your store is the place to 
buy nationally advertised hardware. 

Put the cards in the window and 
you will be surprised at the number 
of window shoppers who come in 
and become customers. 


Then wrap with every package 
the new illustrated folder, “Ideas 
for Your Home and Car,” also sent 
free. Thus you create the desire to 
make things at home, and the need 
for more tools, hardware, paints, etc. 


Popular Science Monthly helps , 


make customers for you, and helps 
you sell to them. The Popular 
Science Hardware Supplement is a 
safe guide to good buying. 


Cut out, Check and Mail 
this Valuable Coupon 
It will bring you the full Sales 
Service of Popular Science Monthly, 
the hardware dealers’ assistant. 


“Popular Science Monthly is doing 
a great work,” says R. J. Atkinson, 
past president, National Retail 
Hardware Association. “It is a val- 
uable ally in sponsoring the use of 
good tools and other hardware.” 


Every tool product advertised in Popular Science is guaranteed, after rigorous tests and approval, 
by the POPULAR SCIENCE Institute of Standards. 
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opular 


cience 


MONTHLY 








eC DISPLAYS 
LEAFLETS AND 
SALES HELPS 








WINDOW 





POPULAR SCIENCE MONTHLY 
242 Fourth Ave., New York 


Please send us, free of cost, postage 
repaid ......... pe of “Ideas for Your 
fon and Car,” Sales Aids, Display 
Cards, Free Copy of Popular Science 
Monthly, and of the Hardware Supplement, 
and information about the products of the 
manufacturers checked below: 
D The Addison-Leslie Co. 
(Plastic Wood) 
O American Screw Co. 
OE. C. Atkins & Co. 
O Black & Decker Mfg. Co. 
O Boston Varnish Co. 
O The Bridgeport Hardware Mfg. Corp. 
OD Brown & Sharpe Mfg. Co. 
O Clayton & Lambert Mfg. Co. 


O Delea Specialty Co. 
O Detroit White Lead Works 
Brushing Lacquer) 


O Henry Disston & Sons, Inc. 
O Greenfield Tap & Die Corp. 
O David Maydole Hammer Co. 
OS. C. Johnson & Son 

O Millers Falls Co. 

O National Carbon Co., Inc. 
O Nicholson File Co. 

O Peck, Stow & Wilcox Co. 

0 Plemb Tool Co. 

O Fayette R. Plumb, Inc. 

C Smeooth-On Mfg. Co. 

O The Seanley Works 


0 J. D. Wallace & Co. 


O The Wooster Beush Co. 
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The 
Hotpoint 
Automatic 
Table Timer 
saves elec- 
tricity, prevents 
undercooking and 





burning and is 
handy for a score of 
other uses. In addi- 
tion to its automatic 





outlet it has a non-auto- 

matic outlet also. The Hot- 
point Table Timer is built 
in a beautiful green Calmold 

case of modern design. List 
price, $6.50. 





The Hotpoint Automatic Table Timer is 
packed in an attractive carton with beautiful 
full-color illustration showing it in use. 


Now you can have every appliance 


AUTOMATIC 








with the New Hotpoint Automatic Table Timer 





=" 


The Hotpoint Table Timer assures 
delicious coffee every time. 





The Hotpoint Table Timer means 
appetizing, evenly browned waffles, 
one after another. 





Automatic cooking with the 
Hotpoint Table Timer. 


A new money-maker for Hotpoint dealers— 
the most convenient and useful electrical 
device on the market. 


ERE at last is an electrical device that makes all 
appliances automatic, at a price that is exceptionally 
low for the great convenience it affords. 

It is a device that modern, up-to-date America has been 
waiting for. It relieves the burden,of watching and wait- 
ing and guarantees perfect results on electric appliances 
every time. 

In addition to its own sales possibilities it will increase 
sales of other electrical appliances which it makes more 
useful. The sketches show a few of the many uses of this 
remarkable device. 

We predict an unusual sale if properly explained to your 
customers. To fully appreciate its convenience, utility and 
beauty, you must see it. Order samples from your Hot- 
point distributor today or send for more information. 


ce 
EDISON ELECTRIC APPLIANCE CO., Inc. 
A GENERAL ELECTRIC ORGANIZATION 
5644 West Taylor Street f Factories: Chicago, Ill., 
Chicago and Ontario, Calif. 


© 1929 E. E. A. Co., Inc. 





After you are asleep the fan 
goes off. 





Fagl asleep with the heating pad 
turned on—the Hotpoint Table 
Timer will turn it off. 





Proper length of treatment con- 
trolled by Hotpoint Table Timer, 


Sn ee ere 
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~WORLD’S LARGEST FILE USER 


INSURES YOUR FILE QUALITY 


When you sell DISSTON 
Files, you are giving your cus- 
tomers files made of the same 
steel, by the same men, with the 
same care, as the files that are 
used in making Disston Saws. 

These files must have the steel, 
temper, and bite that skilled saw- 
filers demand; they must have 
long life to keep costs down. 


They must be right . . . and 
they are. 

Our daily use of our own prod- 
uct insures its quality. 

Disston has a complete line of 
files for the metal worker, wood 
worker, and everyone else who 
uses a file. It will pay you to 
stock Disston Files, for the 
Disston reputation will help you 
to sell them. 





DISSTON SAW FILES 
SELL AND “REPEAT” 








It is only natural that those 
who have saws to file should pre- 
fer to use Disston Saw Files. 

You can cash in on this pref- 
erence by displaying Disston 
Special Extra-Slim Blunt Saw 
Files in the efficient display case 
shown above. You get the case 
without cost to you; and you buy 
only six dozen files in the fastest- 
selling and most-wanted sizes: 


Y% dozen...... 5-inch 3 Gee... 3 6-inch 
2 dozen... .5%/2-inch Y% dozen..... 7-inch 


These NEW and BETTER 
Disston Files bring your cus- 
tomers back for more, because 
they last longer and cut better, 
and, because of design, enable 
the user to do better work. 

The coupon will bring you 
more facts about these new files. 





i Henry Disston & Sons, Inc., 

| Dept. 1, Philadelphia, U.S. A. 
Please send me, without obliga- 

t tion, information on your new file : 
! unit containing six dozen assorted : 
i files and free display stand and stock | 
: container. 


: Name Be Rasa ovapss ts See ek tN eb ' 


Published by HENRY DISSTON & SONS, INC., Makers of “‘ The Saw Most Carpenters Use,’ 











A mirror-like 
finish is given to 
every Disston Hand Saw blade. 


NEW POCKET LEVEL | NEW BEAUTY IN 


oo TWO OUNCES | 








Here you see the new Disston 
Featherweight Pocket Level, the 
lightest and handiest level made. 
Every “handy man” likes it, and 
cabinet makers and other me- 
chanics find it takes the place of 
their large plumbs and levels. 

The display card, illustrated, 
insures quick selling. It tells the 
customer that this level, made of 
airplane aluminum alloy, with 
three glasses, is warranted ac- 
curate; that it is durable, depend- 
able, easy to use, and handy in 
the home or in the mechanic’s 
tool kit. 

The Pocket Level Display Unit 
consists of six levels, five in at- 
tractive individual boxes, with 
the sixth mounted on the colored 
display card. Order this “Disston 
A-10 Level Unit” from your 
jobber, and display the levels for 
— sales. 


Qo eee nw wenccce 





t Henry Disston & Sons, Inc., 
| Dept. 1, Philadelphia, U. S. A. 
: Please send me, without obliga- : 
; tion, information on your new: 
Se ea Pocket Level Unit | 

o. A-10. 


: Name..... Serer ss neem st 
St. oe 
! City & State.......... 





DISSTON SAWS 


The new Disston Hand Saws 
are the most beautiful saws ever 
made. This greater beauty in- 
fluences sales. 
The customers 
who come in to 
buy “bargain” 
saws can see 
at a glance 
the better fin- 
ish and value 
in Disston ; 
Hand 
Saws. 











These cus- 
tomers will 
take pride in 
owning any one 
of the fifteen different 
models in the new 
Disston line. Good 
tools make friends for 
the merchant who sells them. 
The new Disston Hand Saws 
— you new sales opportunities. 





HOW LONG HAVE YOu 
SOLD DISSTON SAWS? 





Harry E. Capen O. T. Ellestad 

If your store has sold Disston Saws 
for 25 years or longer, you are eligible 
to membership in the Disston 25-Year 
Club. Send us your name; share in the 
benefits. 

We welcome to membership Harry 
E. Capen of A. J. Capen & Son, 
Perry, Iowa, and O. T. Ellestad, Grand 
Forks, N. D. 


* PHILADELPHIA, U.S. A. Canadian Factory, Toronto 
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Certain protection— 


As soon as the temperature reaches 
160 degrees your FyeR-Wall doors 
close tight —automatically. 

They're made of heavy corrugated 
galvanized steel sheets with thick 
sheet-asbestos between. They're guar- 
anteed for 25 years. There’s no upkeep 
cost and they save 15% to 25% of 
your yearly insurance premiums. 
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ROR Ee I TET ee RA AS Tis 


There is a type of FyeR-Wall door 
fitted with R-W automatic hardware, 
to meet every condition. And they 
cost no more than tin-clad doors! 
FyeR-Wall doors and automatic 
hardware carry the label of the Under- 
writers Laboratories. They protect life 
and property. Prevent spread of fires. 
Send for catalog of complete line. 





PEERS Re ee 





A Hanever 


New York - 


AURORA, ILLINOIS, U.S.A. 


forany Door that Slides 


Chicago 





Cleveland Cinci 


Boston Philadelphia 
Los Angeles 


Minneapolis ansas City 
Montreal - 





RICHARDS - WILCOX CANADIAN CO., LTD., LONDON, ONT. ° 


St. Louis New Ghigo Des | end 


San Francisco maha Seattle Detro’ 






Winnipeg 
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tsells 


because it’s better 
— for every purpose 


ACH year more and more Dealers sell 

U. S.Poultry Fence exclusively. For, it alone 

fulfills every requirement and meets every 
demand of their trade. 


It enables them to reduce inventories .... gives 
them a quicker turnover. ... increases sales and 
profits .... discourages price competition. 


U.S. Poultry Fence is continually outselling all other 
netting for every purpose. Its superior design and 
straight-line construction make it in universal de- 
mand for poultry parks, tennis courts, stucco rein- 
forcing, cages, kennels, trellises, cribs, machinery 
guards, play-grounds, gardens, stock rooms, and 
the score or more other uses to which it may be put. 








U. S. Poultry Fence is sold ONLY through the regular whole- 
sale and retail trade. If you are not familiar with U. S. Poul- 
try Fence, write today for a miniature sample roll. Please 


“A re ra rae kil le address, Dept. HA, 
JAE LW i | Indiana Steel & Wire Company 
Aw avaw a) Muncie, Indiana 


for Kennels and Cages Ng 
— eae 
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HORTON PERFECT 36 ELECTRIC 
WASHER. Porcelain enameled tub. 
Pure white inside and out. Frame is 
lusk green. Nickeled fittings. 








































HORTON AUTOMATIC IRONER 
with 30 inch complete open-end roll. 
Electric or gas heat. Electrically drivenycinie 4 














HORTON PERFECT 36 GASOLINE 
ENGINE WASHER. Copper tub. In- 


“Fine Manufacturing “22"= 


V V V HE new Perfect 36 is out-selling every Horton model 


which has ever preceded it. The reason is that it is 
absolutely in a class alone. 


It inaugurates a new standard of remarkable and un- 
precedented mechanical precision . .. It is an achievement 
of washer simplicity never before attained ... It is a distinct 
advance in beauty of appearance and design. 


People know and appreciate now, as never before, 
the results and’ effects of fine manufacturing. The new 
Horton Perfect 36 and its companion piece, the Horton 
Electric Ironer, by reason of their higher plane of quality 
and design offer a service and satisfaction unequalled in 
the laundry appliance field. Yet, they are moderately, 
popularly priced. 


Can you afford to slight this new intelligence in buying 
by offering a washer or ironer built down to a price, as 
against a Horton Washer or Ironer built up to a standard? 


HORTON MANUFACTURING COMPANY 
Fort Wayne, Indiana 


Washers 
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Here is merchandising efficiency 
of the highest order 
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DULUTH” No. 505¢ 








Length—8 ft. 6 in Height—7 ft Depth—Upper 


No. 5030 


part, 20 in.; lower part, 30 in Furnished complete 
with 12 Display Doors as shown, and with adjustable 


shelves supported on steel supports. Linoleum ledge 


rt, 20 in. 30 in. Famished $] I 25 
: dard equi . Panels in any color. Shippi S 
Duluth Tool Section  [agie’s:d the Can be set up ins few minutes! time F.O.B. 


weight, 525 lbs. 


by one man, or even a boy. 


HE display door section shown above, is one of 
the complete Duluth Self-Serve line. Like all 
other Duluth Sections, it can be quickly and easily 
converted into a section for displaying other classes 
of merchandise. 
Instead of being shipped in large heavy units that 
are hard to set up, Duluth Sections come in light 
fabricated wood and steel parts. 
Duluth Sections are much easier to install than the 
old style unit built sections. Every part is notched 
into every other part, and it can only be put together 
one way—the right way. 


Duluth 


Duluth Self-Serve Equipment is past the experi- 
mental stage. It has been tried out for two years in 
some of the leading hardware stores of the country. 


It is exceptionally strong, very attractive in appear- 
ance, low in price, and the most flexible of any equip- 
ment ever put on the market. 


Instead of the usual four display doors to an 8 foot 
section, Duluth provides six doors, thereby increas- 
ing the display capacity almost 50%. The heavy 
linoleum ledge stays new looking for many years, 
and is, without a doubt, the most practical and dur- 
able material for ledges or counter tops. 


COMPLETE MERCHANDISING SERVICE 


Duluth hardware and sporting goods merchandising service does not end with fixtures. It is a complete 
service from the analyzing of the selling prob'em to the installation of the completed job. No other mer- 
chandising service is as complete. Ask those who have used it. It costs nothing to investigate, and it 


may be worth many dollars later. 


Ask for our new booklet A39. 


DULUTH SHOW CASE CO., DULUTH, MINN. 








DULUTH 

















HARDWARE AGE for MARCH 14, 1929 











ONCENTRATE 






























A Few of the 


NEw STOVES 


in PERFECTION’S 
MODERN LINE 


A. Porcelain enamel oil range. 
Long Perfection or short Puritan 
drums. White or choice of four 
color trims. 


B. Pressure-gasoline range with 
broiler. Porcelain enamel. Same 
colors as {A}. 


Cc Moderate-priced oil range. Long Perfection or 
short Puritan drums. Gray enamel and satin black. 


BD. Porcelain enamel and Perfectolac oil stove. 
White and gray. Giant Superfex burners. 
Various sizes. 


E. Porcelain enamel and Perfectolac pressure- 
gasoline stove. Enclosed cabinet. White and gray. 
Various sizes. 


F. Porcelain enamel and Perfectolac oil stove. 
White and gray. Puritan short-drum burners. One 
Giant burner on each stove. Various sizes. 
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ON PERFECTION'S 





New LIne... /7 /AYs. 


Earn bigger profits by selling the only line of 


liquid fuel stoves that meets every demand 


i, en A DEALER, selling enough liquid fuel stoves 
each year to earn a substantial profit, has hereto- 
fore lost part of it by having to buy from several 
different sources .. not enough from any one source 
to earn a satisfactory discount. 


Perfection now provides this one source, with a new, 
complete line of liquid fuel stoves . . the only line in 
which you can find everything your trade calls for. 
Concentrate your buying here. This is your greatest 
possible opportunity for piling up profits. 


A New and Modern Line 


The stoves in this line are modern in design, with new 
porcelain enamel and Perfectolac finishes. They offer 
the new, labor-saving conveniences and choice of colors 
which cannot be found on the older-type stoves. This 
gives you new customers from two classes. First: women 
whoalready havestoves. Second: women whohave never 
before been interested in liquid fuel stoves of any kind. 


There are ranges and flat-top stoves . . pressure gaso- 
line stoves . . kerosene stoves with long Perfection 
drums and with short Puritan drums. . white, black 
and gaily-colored stoves . . stoves for as much or as 
little as your customers wish to pay. This does not 
mean that you should stock every number. But it does 
mean that, knowing what your customers will buy, 
you can get your entire stock from this one source, 
and thereby increase your profits. 


A Name Worth Millions 

During Perfection’s many years of manufacture, com- 
petitors have come and gone. Perfection popularity 
has steadily grown . . for one reason only: better 
quality. The Perfection name, widely advertised and 
known all over the world, makes any Perfection-made 
stove easier to sell. 

Perfection now offers you: a new and modern line . . 
a universally popular line . . the only complete line. 
Concentrate your buying here and pile up your profits. 


PERFECTION STOVE COMPANY : Cleveland, Ohio 
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“The Better the Wringer the Whiter the Wash” 
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UNDREDS of thousands of hand-operated clothes-wringers have 
earned an honorable retirement. Yet housewives continue to 
get along with them. 


With only a slight understanding of ‘‘machinery,’’ these women see 
but little difference between an ancient wringer and a new one of 
the same type. So the normally long life of a good wringer is drawn 
out almost indefinitely. 


One reason for this has been that the wringer has had no appeal 
save that of utility. And the woman responds best to utility com- 


bined with beauty. 


So these new modern models of Lovell Wringers have been given 
more than increased efficiency and greater ease of operation. 


They have what the automobile people call ‘‘racing lines’’—low, 
direct, clean-cut. They look as efficient as they are. 


And they have color — a bright, cheery neutral blue-grey — appro- 
priate in the home-laundry, attractive in your store. So, a new 
sales appeal has come to that good, old staple—the clothes-wringer. 


Order some of these new, modern Lovells of your jobber—display 
them conspicuously in your show window and store. They will 
remind your customers that they need a new wringer—and at the 
same time provide an additional reason for buying it. 


Write us for Selling Helps, including folders for pores, | 


distribution; window and store displays; newspaper cuts; 
etc.—all furnished without charge. 


LOVELL MANUFACTURING CO. - - Erie, Pennsylvania, U.S.A. 



































WhiIiNG 


AND WRINGER ROLLS 
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buy a new wringer sooner 
Lovell modern models. 
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The last announcement! 





100% Margin Offer 
on Betty Brisht Polish 








T HIS offer expires April 30, 1929. Yes, 
that’s next month. Bat now is the 
time to take it. No farther announce- 
ment will remind you of it. And these 
are the selling days! 


Get in touch with your jobber or com- 
municate with our nearest office. 


You can buy no finer polish than Betty 
Bright, no polish that will better please 
your customers. Nationally advertised, 
first sales are easily made. And now, 
because we need national distribution 
to make the advertising effective, you 


can buy it on a 100% Margin basis. Read 
A supertor product for restoring bril- the offer! 
liance to all varnish, lacquer, enamel 


and Duco fintshes, Betty Bright Polish Parker-Regan Corporation, Dept.39-K, 
will be a steady profit-maker for you. 


catends Of cee ibe anand Deb: dee eee 524 Superior Ave., N. E., Cleveland, 


order Ohio; 593 Market St.,San Francisco, Cal. 





You buy 1 doz. 4 oz. size at. $2.40 
1 doz. 12 oz. size at . $4.80 
Your Total Cost '........ . $7.20 
You get 1 doz. 4 oz. size .. . FREE, 


You sell 2 doz. 4 oz. 30c ea. _ . - $7.20 
1 doz. 12 oz. 60c ea. . . $7.20 

Total Resale ee ae eae 
ce ee ea . $7.20 
Your 100% Margin. ....... . $7.20 


.-- if you order now! 





No quantity limit on this offer. You can buy as many as you like 
of these units... packed 2 doz. 4 oz. and 1 doz. 12 oz. to the case 
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NELSON LAWN GOODS ; 
The “Whirling Fairy Sprinkler 


Last year’s Best Seller will repeat! 


ORIGINAL 
CLINCHER MENDER 





Nothing to Adjust Makes a Lawn 
Simply a real Fairyland 
Let ’er Run Beautiful—Attractive 


AIR WABI) AANA TE incl arE  e _— ee eneneiennes 





a eee 


g Superior Features ¥ 


CH of the mR 
“Whirling Fairy” 
. P. Pounds preteute, the ae 


Fairy,” will evenly cover an area 
50 feet in diameter— 2000 sq. feet. 


\s Life. — Smooth - running, 
double bearing insures a long 
period of usefulness. 

3. No Leaks.—The bearing is self- 
closing against leakage. 

4. Sturdy Construction.—14-inch 
long non-breakable brass sprink- 
ling arm. 8 inch square malleable 
base will never break. 

5. Easy to Sell. — Retails, $1.75. 

Beautiful 5-Color i profits todealers. Evefyone 


wants a 


Display Card 16 in. x 25 in., Today peo rd — Fairy” after x 














MFG. CO., Inc. 


Illinois 
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Now 
Advertised in 
Good 
Housekeeping 
Magazine ~ ~ 





WITT Offers You These Outstanding Sales Advantages 


A nationally famous name and label that for over a quarter 
BRIGHTON century have stood for highest quality and utmost service. 





Cans and Pails The only guaranteed line on the market—guaranteed to outlast 
For customers who 3 to 5 ordinary cans, 


want better than Tested and approved by Good Housekeeping Institute and Pris- 
the average at a cilla Proving Plant. 


competitive _ price. 

The biggest selling season of the year is here. Sell WITT Better 
Cans and Pails—and increase your profits! Ask your jobber or 
write 


The Witt Cornice Co. — 2114 Winchell Ave. — Cincinnati, O. 


a CANS and PAILS 


All Sizes—All Styles—For Every Purpose 


Ideal for the special 


sale. 
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-7 HEN we say DOO-KLIPS were 
\ the sensation of the garden 
tool trade last year, we’ve got the 
goods to back it up. 


It took 150,000 of these new and bet- 
ter grass shearsto satisfy thedemand 
in 1928. But good as the DOO-KLIP 
was then, the 1929 DOO-KLIPiseven 
better — sturdier — keener-cutting. 
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e W 
5o-Kiir® 
Wired our 
Sobhers on an 


Average of I limes 


in OO Days 


cated mechanism to give trouble— 
but the same natural up-and-down 
method of operation that took the 
country by storm last year. 


This same handy tool that keeps 
the hand above and out of the dirt 
—that trims closely around walks, 
trees, walls, etc., without skinning 
or bruising knuckles—is again 





Thicker blades, self-sharp- | DOO-KLIPS are 
Nationally 
Advertised in 


Better Homes and 


stalks with equal ease. No Gardens 


Ladies’ Home Journal 


ening and self-tensioning, 


clip fine grass and heavy 


guaranteed on an unquali- 
fied money back basis. 


Order from your jobber 


or write us for samples at 


adjustments to make—no | Good Housekeeping | dealer’s price. Privilege 
J 2 





bearings or other compli- 


Christian Herald 





of return and cash rebate. 





THE ALLIANCE MANUFACTURING COMPANY . 


NO MORE BLISTERS! 
And Positively Will Not 
Tire the Hand 





Alliance, Ohio 


—— 


FERTILIZER SPRAYERS 


Because of the Unique 
Up-and-Down Movement 




























Le ne ee rR ar ere ssate eecainimve ehipessaleatfie 
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BILLY” 


“This Sun-Red Edge is sure the answer to screen- 
cloth sales! No waste in these 100-foot rolls; not a 
wire sacrificed! And the customers like it so easy to 
put on and it stays put!” 


The Sun-Red Edge has three-fold value; it identifies this 
screen cloth as the product of a house of experience and 
responsibility in the field; the marks every six inches insure ease 
in measuring and cutting; it prevents moisture from settling under 
the nailing strips. 


Sun-Red Edge AluminA will last twice as long as ordinary galvanized 
screen cloth. It is of perfect weave, true gauge and mesh. TheSun-Red Edge 
line is complete—including also Black Painted and Copper-Bronze. It is the 
only trade-marked and self-measured screen cloth made. 


Among our attractive advertising helps is a new window display—a strong 
attention-getter. All our Dealer Helps really do be/p. Write for them. 





REYNOLDS DIXON 
WIRE CO. ILLINOIS 


Pll senecceressnenmcmenemerneeeranansseellt = sscneesnassii mecca: MMe samme: gc nr nae emeanneenE 











TRADE MARK REC.U.S. PAT. OFF. 
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a HE many exclusive and outstanding features of 
Deming pumps (some of which are given on this 
page) have simplified and speeded-up considerably 
the selling work of jobbers and dealers who are Deming’s Six Points 
now working under the Deming cooperative and of Leadership 
protective policy. But the most surprising fact to An unvarying policy 
many of those who are representing Deming for of Pee a 
the first time is to find so many outstanding 










protection, 













3 Say. op A complete ling a ies 
and exclusive features built into pumps that “pumpforceypump- Ai 
sell for such attractive prices. It will ing need. 4 

probably surprise you, too. We'll gladly °p Many exclusive and M 
superiorconstruction & 


send you full information. Simply fill out 
and clip the coupon and mail it today. 


features 







; Attractive prices 
THE DEMING COMPANY > recision manutac- 


Established 1880 Salem, Ohio to reduce per- 











it1on and mainte- 


nance COSTS. 


G Ne Tah@ir iar macelatra' 
f pump manutac- 
turing leadership. 


PANY 
, Obio 


send 
plete 
ation 
ont ming 
line d the 
name of your 
nearest jobber. 
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ERES TH 
MILLERS FALLS COMPANY 47ings out 
a NEW LINE of PLANES 


















The Cutters are electrically 
tempered by a new process 
that prolongs the life of the 
cutting edge and insures uni- 
formity. They require less 
grinding. Honing usually is 
all that is required to restore 
keenness. Bevel lasts much 
longer. 

Millers Falls reputation for 
fine tool quality is squarely 
behind this new line. We be- 
lieve these planes will be 


No. 14 jack plane, fourteen inch- 
es in length, with two inch 
cutter. Weight 434 pounds. 
Can be furnished with smooth or 
corrugated bottom. Handles 


and knobs are made of selected 
wren iia Sane Meet se ters and others who want tools 


side adjustment of cutters. that will do good work, and 


warmly welcomed by carpen- 





This is the new Millers Falls 
fore plane, in 18” size. The han- 
dies and knobs are of selected Bs 
Rosewood and there is end and 
side adjustment of cutters. 

Smooth or corrugated bottom 
with 23%” cutters. Weight 6% 
pounds. 





[a BITES SS is 


soca ier apenas” 
Phi REI EAE Se fe 


Showing three-point bearing 


MILLERS FALLS CO. 


MILLERS FALLS,MASSACHUSETTS ........ . 











Racers: 
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need re-conditioning only at long intervals. 
Here are features that tool buyers will be 


eager to hear about: 


All Cast Iron Bottoms and Frogs. 


Designed for perfect balance. Weaker 
parts of frog and bottom extra reinforced to 
guard against breakage. 


Three-Point bearing of lever cap: 


Keeps cutter flat the entire length of 
seat, and completely overcomes chatter. 


Cutters stay sharp through long service: 


More time in actual service. Less time 
spent in sharpening and reconditioning. 

Vigorous advertising -- to carpenters, 
home craftsmen and manual training 
school buyers, plus the world-wide reputa- 
tion of Millers Falls Tools, should insure 
ready acceptance of this line by your cus- 
tomers. 

Effective sales helps will be furnished. 
See your wholesaler -- or write to us for a 
catalog containing complete particulars. 


Showing Numbers ¥ and 10 
smooth planes. No. 9, 9” in 
length, 2” cutters, weight 334 
pounds. No. 10, 10” in length, 
234” cutters, weight 414 pounds. 
Rosewood handles and knobs 
and adjustable cutters. Smooth 
or currugated bottoms. 


MILLERS FALLS 
TOOLS 


~ce 








This shows our No. 7 and No. 8 
smooth planes. No. 7 is in 7” 
length with 15@” cutters, weight 
214 pounds. No. 8 in 8” length, 
134” cutters, weight 34% pounds. 
Rosewood handles and knobs, 
adjustable cutters. Smooth or 
corrugated bottoms. 










MILLERS FALLS, MASS. 


. . . « New York: 28 Warren St., Chicago: 9 So. Clinton St. 





ANE NER 8S DUS DAI 
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ie “| Out of the 7 re 


of Uncert ainty 


ey saphl performance immediately 
dissipates uncertainty and the Foster 
policy of selling bolts and nuts and cap 
screws through the jobber and of scrupu- 
lously maintaining that policy leaves no 
room for doubt. 


And this immediately becomes a tremen- 
dous factor of stabilization for us, for the job- 
ber, for the dealer and the small consumer. 


Likewise in this policy lies the greatest 
economy and the best service for all 
concerned, all of which are added reasons 
why it is the Foster policy and will remain 
the Foster policy. 


THE FOSTER BOLT & NUT MFG. COMPANY 


Cleveland Chicago 
Union Ave. and East 72nd Street 6249 to 6265 West 65th Street 
Telephone BRoadway 0840 Telephone Hemlock 4484 























BOLTS4»> NUTS 
CAPS( CREWS 


in Big Business 











ee 


pages Rls 








HOTT. gue IS ~~ 
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_ mainly 
of pressed steel—20% 


lighter and far stronger 
than cast iron. Radically 
different gears, clutch and 
bearings. Smoother run- 
ning, more positive in 
action, better! @ Easier to 


lift and easier to push. 


SIEIRIIES “S” 


Philadelphia Lawn Mower Co., Inc., 4250 WISSAHICKON AVENUE, PHILADELPHIA 


Write for new catalog 








§ lf iy [| IES Quiet as a watch and tough 


TT «py 






as an army mule! Leaves 






the lawn like a velvet car- 






pet. @ A quality mower 






that can really be sold in 






Nr gen ne eee ap = 





competition with cheaper 





ae 


grades. As outstanding in 






its superiority as auto truck 






to horse and wagon. 









De 


mower 


patents pending 
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COLOR! ! That’s what draws customers 
to these Bridgeport Red Crown 


and Yellow Crown 


Screw Drivers 


These 


COLOR-CROWNED Bridgeports 


will give you Quicker Turnovers 


Read About the 
Four Remarkable 


Bridgeport 
Features 


Be 
You can hammer the head of a Bridgeport Red 
Crown all you want. Its hexagonal head, which 
is a part of the blade, takes the blows on its broad 
steel surface without injury. 


You can’t twist the haeMtle of a Bridgeport Red 
Crown. The heavy steel rivet prevents twisting 


and loosening. 


You can use the Bridetport. Red Crown as a 
pry bar. The blade is one-piece from the point 
to the hexagonal head—made of the finest steel. 
heat treated and uniformly tempered throughout. 


4 
You can_ use the Bridgeport Red Crown as a 
chisel. The point won’t “mushroom.” It won't 
break. It’s DUAL tempered by the Pyrometer 
Process—and twice tested before assembly. 


These Attractive 
Metal Display Stands 
Are Furnished 

to You FREE! 


BRIDGEPORT 
Yellow Crown 
25c. 


right is a plain 
black and white photo- 
graph of the Bridgeport 
Yellow Crown Display 
Stand — which is fur- 
nished to you free. The 
Yellow Crown assortment— 
1/3 doz. each of 4”, 5” and 
6” screw drivers—costs you 
only $1.95 per dozen and 
sells for $3.00. 


At the 


and Bigger Profits than 
you have ever made on 
screw drivers 


BRIDGEPORT 
Red Crown 
50c. 


At the left is the Bridge- 
port Red Crown Display 
Stand, showing the Red 
Crown assortment — 1/3 
doz. each of 4”, 5” and 6” 
screw drivers. This assort- 
ment costs you only $3.80 
and sells for $6.00. The 
display stand is supplied 
to you free. 


a sensation in sales! It will quicken your turn- 
over—double your profits—get business that has 
Been passing by! 


Bridgeport Red Crowns and Bridgeport Yellow Crowns 
just naturally draw customers to them! And beneath 
those colored crowns your customers will find stanch 
quality—quality that makes easy sales and satisfied 
buyers. Just read about the Bridgeport features de- 
scribed on this page! 


Yet, even COLOR combined with Quality is not all. 
Bridgeport will help you sell more screw drivers than 
you ever sold before! The striking metal display 
stands, pictured on this page, are furnished to you 
FREE! And Bridgeport advertising—which is telling 
hundreds of thousands of tool buyers to look for the 
screw drivers with the colored crowns—works for you! 


Place the Bridgeport Display Stands on your counter. 
Tie-up with Bridgeport advertising. Then see what a 
new idea in an old product will do for you! Order 
your first Bridgeport Assortments ! 


C'v'sen: This new idea in screw drivers is creating 


The Bridgeport Hardware Mfg. Corp. 
Bridgeport, Connecticut 


America’s Largest Maker of Screw Drivers 


Briel oep ort 


TRADE MARK 


TOOLS and HARDWARE SPECIALTIES 
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Ladies hands ».» 
¢ that mop 
this new way 





.with Betty Brights 


Nearly two million women are happily mopping with dry hands now . . 


Of these 
27 Hardware stores 
25 rate ita 
“BEST SELLER” 








Berry Baout tp 
SELF-WRINGING MoP } Seis 











This advertisement is one of a series appearing this spring 
in national magazines, over 13,000,000 copies every month 


A recent survey reveals 


a powertal leader in the mop corner 


AST month, you'll remember, we de- 
scribed the results of an investigation 
among Betty Bright users. That it was 

found that women actually were enthusiastic 
about this mop; that 66 out of a hundred had 
or were ready to buy Betty Bright replacement 
cloths or additional Betty Bright handles. 


To check that survey, 27 hardware dealers 
inthe same territory were interviewed. Twenty- 
five of the 27 sold Betty Brights, and every ore 
of the 25 rated the Betty Bright the best selling 
mechanical mop in the store! 


Selling this nationally advertised mop, you've 
probably noticed the same thing. The Betty 
Bright is proving itself a real leader. It’s the one 
mop that women ask for by name. 


With a strong national advertising campaign 
behind it right now, the Betty Bright is one 


[JETT 





RIGHT 
SELF-WRINGING MoP eed 


item your windows and newspaper ads should 
feature. Everywhere dealers are finding it prof 
itable. 

Write for the free Betty Bright Copy and 
Cut Service—complete copy and layouts and 
mats that will win new interest in, new profits 
for your mop corner. Mail coupon. 

Let us tell you, too, about the clever Betty 
Bright Reversible Dust Mop that women like 
because it requires shaking out only half as 
often. And the special 100% profit deal on 
Betty Bright Polish. Send coupon now. 





ry 
A dust mop women especially like—the 
Betty Bright Reversible. Both sides are 
usable without adjustment. Long, fleecy fi- 
bers pick up more dust; that peaked nose 
gets all the way into corners. Fast moving 
at $1.50 


For the Duco, lacquer, enamel and var- 
nishes of today—a special polish. Leaves a 
beautiful, lasting luster. In 4-oz. bottles 
“hat sell at 30¢; 12-02., at 60¢ 









Parker-Regan Corporation, Dept. 39-L 
$24 Superior Ave., N. E., Clewland; 
593 Market St., San Francisco. 
C) Please send, free, Betty Bright Copy and Cut Service. 
1 Rush details on special 100% profit deal on Betty Bright Polish. 
( Tell me about the Betty Bright Reversible Dust Mop. 


Name. ___- 
Address _____- ; SE ees ee 
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SWIVEL-BASE 


COIUMBIAN 
VISES 


FOR HOUSEHOLD 
AND GARAGE 











TEACHER. 











2 


(al ; 
pot be - . FACTORY A 


\ REPAIR, 














No. 43—3” Jaw. 14 lbs. 
List $3.00* 


No. 434—314" Jaw 
17 lbs. List $4.50* 


No. 44—4" Jaw. 28 lbs. 
List $7.50* 








EACH WITH 

—Swivel Base *Prices Higher West 
—Removable Pipe Jaws of Mississippi 
—Removable Tool-Steel Jaw Faces 

—And other features 


Nos. 43 and 43% are packed in individual cartons, 6 to a case. 
No. 44 is packed 3 to a case. 


THEY LIKE I'T—This group of 3! 


That’s the report dealers send back. They like it because the 
opportunity for selling a customer is threefold—there’s such a 
variety of choice in weights. They like it because their ordering is 
easier—their handling charges less—their turnover quicker. They 
like it because each vise has the outstanding features of swivel base, 
removable pipe jaws—replaceable tool-steel jaw faces—permanently 
locked net as well as other valuable points. 


The small garage that needs a husky vise for general use—Mr. 
Jones who s a vise for tinkering with his car or tractor—Little 
Bobby who wants a vise for his own workshop—they all can find the 
vise they want in this new Group of 3. There are many others who 
want these vises—get your share of the business. 


Place your order now for immediate shipment—write your 
jobber, or direct to us— 


THE COLUMBIAN VISE & MFG. COMPANY 
9021 Bessemer Avenue CLEVELAND, OHIO 


my SN unt A QUARTER CENTURY MAKING VISES (MORE THAN A MILLION) 


COLUMBIAN 
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Here is Something 
Your Customers WANT! 


OOD-FIX wood in the form of paste—may now be had in a NEW CONVENIENT tube 


container. 


This new, greatly improved plastic substance—is truly remarkable in its adhesive proper- 
ties and when properly applied to metal, wood or stone, cannot be separated from its base 
except by cutting. When hardened it embodies all the characteristics of wood. 


Wood-Fix in its handy tube container has proved a quick seller because it allows the user 
to press out just the amount required and keeps the remaining contents in its original pliable 
condition. This is an advantage not to be overlooked. 


’ The uses of Wood-Fix are without end. It is indispensable for repair work about the home, 
or factory or for carpenters, cabinet makers, etc. Wood-Fix is always in great demand. 


A display carton of one dozen tubes is supplied that when open is its own attention-getting 
counter salesman. 


An exceptionally broad and profitable proposition awaits the dealer of initiative who in. 
vestigates Wood-Fix. 


Fill in the coupon. We will send you a trial tube free—with full particulars. 





FREE TRIAL COUPON 


You may send me a free sample tube of 
WOODFIX. 





Firm Name 





| Address 





City 


IX PRODUCTS CO. |= 


41 COURT STREET, BOSTON, MAss. (" 
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One-piece spout and 
large filler opening 
clinched securely into 
breast of can. Cannot be 
knocked off. Cap has a 
smooth curled edge—no 
rough spots. Top is 
heavily knurled. 








The Dobos Line 


of HAND-MADE OIL CANS 


Customers are favorably impressed by the practical features of these 

cans as soon as they examine them. 

Quality asserts itself and their convenience speaks louder than words. 

Their Red or Blue striping makes an attractive finish which your 
customers further appreciate. 


The reasonable price meets all competition, 
and the margin of profit and repeat sales 
make the Delphos line decidedly worth 


handling. 


5 One- 
Furnished in > Piece 
t 

me Mea os Large Filler Opening 


Each can made with a sturdy bead in the 
body just above seam. This bead extends 
entirely around can, stiffens the body and 
protects seams from injury. Filler openings 


are 2” diam. on 1 and 2 gal. sizes and 212” 
SEND FOR SS 


The New Delphos Mfg. Co. FOLDER 
Delphos, Ohio 


on 3 and 5 gal. sizes. 


AND DISCOUNTS 

















Babcock Ladders 
are made SAFE for 


every purpose. 

Every style is man- 
ufactured from Air 
Dried, Clear 
Grained Spruce. 
The full strength is 
left in the lumber. 


They sell on merit. 
Order from us now. 
We pay the freight. 


PEULLILLL LLL 
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DISPLAY! 


APPLIED FOR THE FIRST TIME TO LAWN FENCE 


If you want to tie up with the biggest selling 
idea that has ever been introduced in the lawn 
fence business—if you want SURE increase in 
your fence sales this year — GET THIS 
PROPOSITION BEFORE YOU PLACE 
YOUR FENCE ORDERS. 


For the first time in merchandising 
history the great power of DIS- 
PLAY has been put back of a lawn 
fence. Customers coming into your 













store will be attracted by this smashing display 
of “Pioneer Kokomo” Jawn fence. They can 
take out the samples, examine the construction 
= design, see, touch and handle the different 

ypes of this great fence. THAT IS THE 
STRONGEST SALES ARGUMENT YOU 
CAN HAVE. Here is an irresistible selling 
force! 


AND IT COSTS YOU NOTHING! Write 
today and let us tell you more about it. 


KOKOMO STEEL & WIRE CO., DIVISION, 
KOKOMO, INDIANA. 


“oxo? FENCE 
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STROKE gg SAVER 


SHORT 
GuUme 
















Lower Scores for Golfers 


Golfers are buying Stroke-Savers. They help the low seventy shooter to perfect his game—they 
make “the Short Game” easier for the beginner—they cut strokes from any score. 


Dealers who feature these improved irons are going to reap unusual profits this year. Through The Exclusive Square 
national advertising in the Saturday Evening Post, Colliers and leading golf magazines, we are telling Tapering Grip—a feature 
s1s : that creates confidence 

the Stroke Saver story to millions of golfers. Interest is centered on these clubs and relaxation the minute 

—they are different, scientifically designed, perfectly balanced and wonderfully a golfer picks up a Stroke- 

made. Saver. All four clubs 

have — well 

, e-temper 

“The Short Game” our interesting book by P. A. Vaile, international steel shatts—and heavy 


authority on golf, is sent free to golfers as a part of our effective “Dealer heads. 


Help Program”. Write or mail the coupon for com- 
plete details on the Stroke-Saver proposition—It’s silias eteai ea a. ae 
an interesting and profitable one. z 

The Beckley-Ralston Company 


THE BECKLEY-RALSTON CO. | 28-2" 
I 


45 W. 22nd Street P< ~igaaaaanas details of Stroke Savers and your plan 
CHICAGO, ILLINOIS 








Name_ m 
Street 
City State_ 


We buy through — 
Jobber’s Name 








spr enraneemRcomsn-cenrpnmamnncier nme 
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aE] if WHEN THEY ASK YOU ' Y 
iD | 


w. 


FOR A.22 CALIBER 


WINCHESTER | 


TRADE MARK 


—you can offer this entire range of nine fine models 
some one of which is sure to close the sale. Your 
customer, for instance, may be looking for an 
inexpensive light-weight rifle for a boy—such as 
Models 04, 02 or 58. He may want, upon the 
other hand, the very finest type of championship 
target rifle such as Model 52. He may want a 
single shot, a repeater or an automatic—a sport- 
ing model or a target model, with bolt action or 
a sliding forearm action, solid frame or take down 
type. He may want a rifle that will shoot .22 
Short, .22 Long and .22 Long Rifle interchange- 
ably or he may want one that is chambered for 
just one cartridge. 


Customers, in other words, will never turn away 
and say, “That isn’t just what I wanted,” for 
they will always find just what they want in the 
Winchester line. Each model is a leader in its 
field—backed by a world-wide reputation for 
Winchester quality and stamped with “Winchester 
Proof” —that mark of aristocracy in gun making 
which has led the men who know to accept no 
other make. 


Spring, which opens the .22 caliber shooting season, 
is close at hand and Winchester Small Bore Rifles and 
Staynless and Lestayn Rim Fire Cartridges will be 
vigorously advertised to the _ all through the 
spring and summer seasons. Winchester ammunition, 
occupies the same preeminent position as Winchester 
ns. You will find it worth your while to stock both 
see Guns and Ammunition. Stock early. Stock 
plenty of each—the only certain way to 
make certain of the largest all-year sale. 
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H. C. WHITE COMPANY 















White’s Speedster Velocipedes and Sidewalk Cycles 
Ben=Ver Line Table and Chair Sets 
Ben-Ver Line Roll Top Desk Sets 
Peerless Line Roll Top Desk Sets 
All-in-One Folding Desk Sets 


. WHITE’S 
Folding Porch, Reclining and Bridge Chairs 










ON DISPLAY 


DURING CHICAGO TOY FAIR 
Palmer House, Room 732 


‘i New York Show 





Room 


No. 448 
Fifth Avenue Building 


H. C. WHITE COMPANY 


North Bennington, Vermont 
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Steel Fishing Rods. 


Dk LUXE 


INAMETED LINE 


of 
> d 


SILK FISHING LINES 


for our new catalog giving full specifications and prices 
of the many Bristol, Kingfisher and Meek numbers. 
THe HORTON MANUFACT Uk taee COMPANY 


Horton Street. Bristol, Conn. 


Pacific Coast Agents: Phil B. Bekeart Company, 717 Market Street. San Francisco. Calif. 
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HERCULES 
HERCO SMOKELESS 


LL shot-shell manufacturers load Herco 
Smokeless in long range heavy charges. 


Closer long range patterns, higher velocity, 





deeper penetration and greater killing power 
are advantages that are always associated with 


Hercules Herco Shotgun Powder. 


The best proof of quality is exceptional and 
unexcelled performance. Try Herco Smoke- 


less for better shooting. 




















HERCULES POWDER,COMPANY 


(INCORPORATED) 





910 KING STREET 





WILMINGTON “- “i DELAWARE 
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. ...a sales appeal that wins them to your store 


Our forty years’ experience selling air rifles has taught us that the 


How to Get the Daisy-buying boy is your most promising customer. Target practice with 
a Daisy appeals to the best that’s in him. It marks him as the up-and- 


Daisy Display Rack coming citizen of tomorrow. 
Growing up with sport-loving habits, he soon becomes a generous 


FREE purchaser of the merchandise that you sell to men. And, meanwhile, this 
iis: sasiseinien eeiiaaieaa titeaiee boy has plenty of cash in his pocket to make frequent visits to your 
for the dealer who wants to order a store. 
wil othe pany “ck can te The close relation between your sales to boy and man, is shown in 
dealer now prdien te "Daisy Air Rifles.” the statements of the many prominent rifle experts, sportsmen and ex- 

Sell for plorers who indorse the Daisy rifle-practice idea. Their names appearing 
oe Ee in the Daisy national advertising puts in our sales message a pull that is 
Two No. 3.......... 4. everywhere increasing sales for Daisy dealers. 

Link your store with this campaign. Be progressive! Display the 
Daisy Boy Gun Rack in your window with at least three Daisy models. 
Carry several models in stock. Then make every Saturday BOYS’ 
DAY—and let them know that your store is friendly to boys! In this 
way you can build your retail business on the sound principle that the 
boy of today is the sportsman of tomorrow—decidedly worth cultivating. 


DAISY MANUFACTURING CO. 


PLYMOUTH, MICH., U. S. A. 


Southern Representatives: 


LOUIS WILLIAMS & COMPANY 
511 Exchange Bldg. 
Calif. Nashville Tenn. 


Re DAISY 
DAISYRN Ee AIR RIFLES 





Pacific Coast Branch: 
PHIL B. BEKEART CO., Mears. 
717 Market Street 

San Francisco 
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No. 999 FALCON AIRPLANE 





What Happens After the Average 
Hardware Sale? 


OTHING much. People don’t tell other people about the nice hammer or 
screw. driver they bought of you. They don’t mention nails and wire and 
the hundreds of other staples you sell. You get no word-of-mouth publicity 

from most of your customers. 

But how about the children? They talk. You sell a child a Blue Streak Coaster 
Wagon, for instance. It’s new and bright and shiny. The kids gather around. 
“Gee, Skinny, where’d you get the zippy wagon?” “Dad got it for me at 
Smith’s Hardware Store,” says Skinny, proudly. ‘“O, boy, you ought to see the 
swell stuff Smith’s got—scooters, velocipedes, autos an’ everything.” 

You get the point. The kids advertise your store, and there’s profit in Blue 
Streak Vehicles. Staples are all right, but a lot of attractive specialties soon make 
the tape in the cash register look mighty good when you count up the day’s re- 
ceipts. ; 

It’s time now to get busy for spring business. 



















Good Jobbers everywhere carry the Blue Streak Line. 
Write for 1929 Catalog. 








The Complete Line BERLE STREAK Everything on Wheels 





“Yhe TOLEDO METALWHEEL CO.%iedo,O: 


Distinctive Children’s Vehicles Since 1887 
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HERE'S THE LATEST 


NEWS 























OTHER 


ACYTUCTE 


LONG-RANGE LOADS 


Ajax Heavies with a beautiful lacquer finish. All loads—12, 
16, and 20.gauge. They’re so snappy-looking that they’ll sell 
themselves. Unusually waterproof this new way. An improved 
crimp, too. These popular long-range shells will also be sup- 
plied, as heretofore, without the lacquer finish. 


de of cee 


410 SHELLS 


.410 Climax Heavies, as well as Climax .410’s, with the famous 
US special non-corrosive priming mixture. Makes these reliable 
little shells clean-shooting, like US Self-Cleaning Cartridges — 
and you know what a reputation they have for keeping barrels 
as clean as a whistle. 


Coppered. 


.22 RIM-FIRES 


.22 Rim-Fires of the Self-Cleaning type (Short, Long and Long 
Rifle) with solid lead bullets copper-coated! Just what the 
owner of a .22 rifle will want. They’re sure to move fast as soon 
as you let Your customers know you have them. They shoot as 
well as they look. 


FEATURES 


In the US line are shells and cartridges for every purpose. Write for our 
new catalog and then check up to make sure you’re completely stocked. 
Besides the up-to-the-minute refinements described above, there are many 
other feature items, such as: Climax Heavies, moderately priced long-range 
loads; the Climax shell for trap and field use—reliable as an old huntin’ 
dog; the Defiance shell, popular because it’s so easy on the purse and so 
hard on game and “clays”; Self-Cleaning rim-fires and center-fires; the 
.22 N. R. A., famed the world over; US Improved Thirty-Thirty and 
other big-game cartridges of improved effectiveness. 





UNITED STATES CARTRIDGE COMPANY, 111 Broadway—New York 

General Selling Agents: National Lead Company, New York, Boston, 
Buffalo, Chicago, Cincinnati, St. Louis, San Francisco; John T. Lewis & Bros. 
Co., Philadelphia; Merchants Hardware Limited, Calgary and Winnipeg, Canada. 














CARTRIDGES SHOT SHELLS 
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BE PREPARED 


to Furnish 





“The Complete Line”’ 


CHILDREN’S 
VEHICLES 


for the Spring Trade 
Slaw Foplif Company 


WASHINGTON, PENNA. 


Permanent Displays 


New York Office: New York: Chicago Office: 
Fifth Avenue Bldg., Strobel-Wilken Co. American Furniture Mart 
200 Fifth Avenue No. 33 East 17th St. 666 Lake Shore Blvd. 


and at our Factories 


Washington, Pennsylvania Elkhart, Ind. Toronto, Ont. 
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Now 


Last Year Was 
Just the First 
Bull’s-Eye Year 


b: . ‘ ° er pawl. Backed by nearly 40 years’ ex- 
, r perience in making Meisselbach Fishing 
,, a Reels of Quality. Made under the very 
™ " f- see best of quantity production conditions. by 
wa ‘— SS a “al . the best methods 
- a 


YEAR ago the Meisselbach Bull’s-Eye No. 100 

blazed into the lead in bait-casting reel salabil- 
ity. Success from the first day! A bull’s-eye hit in 
every city, town and store. New, better, straight 
shooting, handsome, ample in size, dependable, free 
running, durable. Supplied in choice of four differ- 
ent colors. Biggest value in the field—this quality 
level wind at $5.00 retail. 

Now! Another season and the surface of 
sales possibilities with this splendid seller only 
scratched. Your possibilities are what you 
make them. The Meisselbach Bull’s-Eye—the 





of: 


Straight Casting, 
Handsome Colors, 
and Quality 


Thoroughly well made, of sound, de- 
pendable materials meeting every require- 
ment. Best modern design for straight 
casting, with the best level-wind made 
and capacity of 100 yards. End plates 
of handsome Permo, either green, red, 
brown or black, polished — remarkably 
popular. Nickeled silver spool flanges 
and brass hub; solid brass one-piece sea- 
fishing type seat, and the pillars and worm 

ae cover, nickel plated; precision-cut gears 
# and worm; nickel steel pivots and long- 

service phosphor bronze bearings, one ad- 
‘ replaceable level-wind 


justable; special 


reel that named itself by its accurate casting—has 
every best-seller qualification. Make it your leader 
for a real effort with casting reels at a popular price. 
The reel that not only sells the easiest but gives the 
best satisfaction for its price. 

Take hold of the Bull’s-Eye reel for a trade win- 
ner with profit. A lasting popular hit, for looks, 
price and actual value on the rod. Read the speci- 
fications above. Exceptionally attractive in dis- 
play—end plates black, red, brown and green, 
as you select. Strongly advertised. Order 
now from any reliable Jobber. 


The A. F. Meisselbach Division of The General Industries Company 


2936 Taylor Street, Elyria, Ohio 


Nashville, Tenn.; Pacific Coast, Phil B. Bekeart Co., 717 Market St., San 
eae 


Representatives: South, Louis Williams & Co., 








aioe a aatmeimemn 

















a really 
remarkable 


Because of an 


ONE OF THE 
REASONS WHY 
DORFAN SELLS 
SO FAST 





ingeniously 


revealing to the delighted boy the “whole works.” 


Take-apart engine 


invented construction, the 


DORFAN Take-apart ENGINE is simplicity itself. Just 


pull out two pins and the engine opens up like a MELON, 


Then, 


any boy can swiftly re-assemble it perfectly. 


DORFAN “riscrric 


TRAINS 


THE DORFAN COMPANY 


Dorfan also makes a complete 
line of Mechanical Trains. 


Factory and General Offices: 
Newark, N. J. 


New York City Salesrooms: 
500 Fifth Avenue 





Francisco, Calif. 
cienitenetmensntmaneeienemeaal 
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Factors 


Beveled hard rolled crimp 
— Watertight wad — 
Four layers, tour-ply material 


PETERS SHOT GUN SHELLS are water-proofed 
to a remarkable degree. 


The beveled, hard rolled crimp and the water-tight 
wad keep moisture from getting even to the shot 
though the shell be subjected to a drenching down- 
pour. The paper tubing consists of four compact 
layers of four-ply material making sixteen thick- 
nesses in all. This tubing is thoroughly impregnated 
with Peters special waterproofing and left to season 
before being made into the shell. 


All Peters shells are given a much more severe test 
for water-proof qualities than there is any likelihood 
that they will get in actual service. 


THE PETERS CARTRIDGE COMPANY 
Dept. C-22 
New York Cincinnati, Ohio San Francisco 
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PETERS Waterproo 











Shells You Can Sell With Confidence 
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New-demand 
continuous 
performers 


No. 9 and Oil Go Big 


ESIDES the steady demand for the care of guns, fishing reels, home machines, 


etc., many dealers are getting valuable new customers for Hoppe’s No. 9 and 
Toolmakers, laboratories, dentists, mechanics of many 
kinds, all use them regularly, for their high merit. 


Hoppe’s Lubricating Oil. 


Attractively packed in 
free counter-display cases. 
Excellent repeat sellers. 
Push them for trade bring- 
ers. Order from your jobber. 


FRANK A. HOPPE, Inc., 2314-H N. 8th Street, Philadelphia, Pa. 





“CHIEFTAIN”—A SKATE WITH 
THE PROFIT PUNCH 


The Kokomo “Chieftain” with his big balloon wheels 

promises to be a sales record breaker in 1929. Another 
new Kokomo skate, “Redskin,” made to 
sell at a low price, is another Kokomo 
winner. 


KOKOMO STAMPED METAL CO. 


okomo, Indiana 


Baldwin Co., 41_Murray St., 
ea New York City; Bourse Bidg., 
s Philadelphia, Pa. 

Chicago Representative— 


“, ” 
CHIEFTAIN ao~ >» Winkenweder & Taylor, 1507 
MODEL 8. Michigan oon Chicago, 


Steel Tread or 
Rubber Tires 


Western Representative— 
Erlach-Lee Co., 24 California 
St., San Francisco, Calif. 








McKAY TIRE CHAINS 


are satisfying motorists everywhere because 
they’re built to last. A steady year-round 
demand for McKays is bringing in worth- 
while profits for McKay Dealers in every sec- 
tion of the country. 


UNITED STATES CHAIN & FORGING CO. 
Union Trust Building, Pittsburgh, Pa. 


MSKAY TIRE CHAINS 


~ MSK 








IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 
MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mase. 
New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 











Young America is wild about these educational Toys, 
that implant the “Lindy” Spirit. 

Make your profits now while all eyes are turned on 
Aviation. 

Write for illustrated catalog, showing Airplane and 
Zeppelin Construction Sets, Flying Airplanes, Hang- 
ars, Mooring Masts, Beacon Lights, also complete line 
of Children’s Wheel Goods 


Address: 5105 Penrose Avenue 


METALCRAFT CORP. & ST.LOUIS 


HIDSAIIOSeMMetniosetessctsr = 


Kil 


FANS— 


MILLIONS OF THEM 


Golf fans—base ball fans—boxing fans—we’re 
a nation of fans. Twelve months a year— 
every day in each week—we’re interested in 
sports, and twelve months a year we create a 


demand for SPORTING GOODS. 


We take our sports rather seriously, and we 
must be well equipped. We're constantly on 
the lookout for better equipment. 


We look in the hardware merchant’s windows, 
and if he has something to show us we're keen- 
ly interested. 


In the regular sporting 
goods issues of Hardware 
Age — published every 
second issue of the 
month—you will find 
practical ideas and sug- 
gestions for this profita- 
ble department of your 
store. 


Hardware Age 
239 W. 39th St. 
New York City 
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EALERS everywhere are 

tired of complaints due to 

defective, unsatisfactory 
roller skates. That is why they 
are turning to SPEED KINGS, 
the guaranteed roller skates. 


Guaranteed—guarantee tag on every pair of SPEED KINGS. 


roller skate made. 
Fastest skate—note the double row of self-contained balls. 
Easiest running, oscillating rubber cushioned shock absorbing trucks. 
Strength assured by reinforced toe plate, one piece heel and back and 
sturdy truss construction. 
Attractive design, high nickel finish make a beautiful skate that sells on 
sight and outstanding merit. 
SPEED KINGS are furnished with steel tread 
or silent balloon type rubber tires, both for 
boys and giris. 
You will profit if you write for gegeetote in- 
formation and attractive prices N 


KOHLER DIE & 
SPECIALTY CO. 


95 LINCOLN HIGHWAY, 
DEKALB, ILL. 


TheFASTEST 
Roller Skate 


A ww ne 




















qmail Le le 
B BLANK sale & 


alg al® wi oO al 


START YOUR TOY SALES 
WITH A BANG! 


| p ml © a Sp a © 


Sell these blank cartridge pistols—safe, 
durable, fool proof for the boy of 6 to 66— 
three sizes, two finishes to retail at 25c to 
$1.25. Model 762 as shown is packed in indi- 
vidual cartons for counter display. 


Send us your order or write for com- 
plete catalog and prices of cap and 
blank cartridge pistols. 


“& THE KENTON HARDWARE CO. 
R 4 KENTON, OHIO 


CY ai po al® 














Adjustable from 6% inches to 11 inches length—the shortest and longest | 


























Silver Ace 
‘Wanita 
EW toysor sports lines, 
and no model aircraft, 
have as extensive, con- 
sistent and effective na- 
tional advertising and 
merchandising support as 
have Silver Ace planes 
and supplies. This cam- 
paign substantially aids in 
turning the general inter- 
est in aviation into all- 
the-year profits for nearly 
any store. The Silver Ace 
line of model planes, con- 
struction sets and supplies 
sells to old and young 
alike. It covers all re- 
quirements—endorsed by 
famous aces and thous- 
ands of users. Silver Ace 
planes lead in the air. 
Designed and built by 
aero engineers, boys have 
flown them up to 2,000 
feet. 


Full details. Beautiful 
new catalog on request. 


ED AERO MopeEL COMPANY 
te 


r¢ Dept. H3 


329 Plymouth Court, Chicago, Illinois 


“Ask the store that sells them” 
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DROP FORGED 


Stel 
PITCHING SHOES 


Adopted as the official tournament shoe in fifteen 
large cities. The game is sweeping the country. Get 
your share of the profits. 


Prices Submitted on Request 


OCTIGAN FORGE & MFG. CO. 


25th Street and Lowe Ave. CHICAGO, ILL. 








ONE BOY TELLS ANOTHER 





“It doesn’t 
hurt a bit” 


Result—5 More BIG-BANG Sales 


“Those cannons sure are dandies,” writes one of our 
multitude of little friends. “I told six other boys and 
showed ’em mine, and then all bought one except one; 
but he said he was going to earn one yet.” And those 
five boys tell others—-and so the sale of BIG-BANG 
grows and grows and GROWS. How about starting those 
sales growing for you? 

Visit our display at Room 461, Fifth Avenue Building, 
New York City; or write for catalog of complete line. 


THE CONESTOGA CORPORATION 
Main Office and Factory, Bethlehem, Pa. 


BIG—BANG 


Heavy and Field aye iy Gun-Boats, Army Tanks, 
Pistols—to retail at $1.00 to $5.50. 












































Variable Speed Unit 
With this unit, one Empire Engine 


and accessory sales. 


Windmill Pump 


This brand new accessory toy for 
Empire Engines actually pumps 
water—continuously. Stands 24” 
high—bright red Duco base—tower 
and running parts nickel plated. 
Send for the catalog describing 
Empire Engines and accessory toys 


in detail. 


METAL WARE CORPORATION 


General Offices and Factory: Two Rivers, Wis. 
CHICAGO SAN FRANCISCO ST. Louis 
NEW YORK MINNEAPOLIS PHILADELPHIA 
Export Distributors: 
International General Electric Co. and John H. Graham & Co., Inc. 
SOLD THROUGH JOBBERS 








ean drive ten or twelve accessory 
toys. Provides unlimited variety 
to operating engines. Boosts engine 








‘*For Health’s Sake Roller Skate”’ 
Feature a Window Display 


After more than a quarter century in business we have 
learned to read signs correctly—all signs point to BIG 
Spring business for “CHICAGO” Roller Skates. 


Much of this increased business is due to our National 
Advertising, which will reach its peak the week of March 
,23rd—with a lively advertisement in Liberty—and include 
The American Weekly and all the leading juvenile maga- 
zines as well as 48 broadcasts with “Jerry” Sullivan over 
WSBC, Chicago, during Children’s Hour. 


We supply you free with attractive window display mate- 
rial. Write us NOW, and 


Tie Up With the National Advertising of 


“CHICAGCE” 


TRADE MARK REG.U.S. PAT. OFF. 


Rubber Tire Roller Skates 
“Speed Without Noise” 


For Health’s 
Sake Roller 
Skate 
No. 181 Combination 


Super Skate for Boys, 


Girls and Grownups Fully protected by patents. 


Beware of infringements. 


CHICAGO ROLLER SKATE CO. 


Established Over % Century 
4456 W. Lake Street Chicago, IIl. 
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A Nationally Advertised Name 


ular shapes, heavy construction and dur- 
able, lasting enamel are all reasons why 
Nesco ROYAL Granite Ware has be- 
come established as one of the fastest 
selling lines in the hardware trade. 


OR many years millions of women 

have been seeing the name Nesco 

advertised in leading national mag- 
azines, women’s magazines and farm pa- 
pers. The name Nesco ts known, instantly 
recognized and highly respected in every 
community throughout the country. 
The Nesco label on granite ware means 
positive consumer acceptance Brave melita e 
er turnover of merchandise for you. 
Nesco ROYAIT Ware 
quality leader of the line—yet is priced 


so attractively that there are many items 


Granite is the 


vou can feature in special sales. The pop- 


Oltras ristorrimlelellomeliesleltictnme litres, 
quick deliveries to you. Specify Nesco 
to your jobber’s salesman. Write us for 
Elcaiasticawtettas 
When in New York or Chicago visit mum display 
coms — in New York 200 Fifth muaune; 
in Chicago 346 West Kinzie Street. 

NATIONAL ENAMELING & 
STAMPING COMPANY, INC. 


I'WRLFTH STREET MILWAUKEE, WIS 


York, Baltimore, Granite 


s and Branches: Milwaukee, New ; 
hica ill, I [., Philadelphia 


I ) 
City, IIl.,\¢ go, New Orleans, | 
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The unanswerable argument 
for KEYSTONE COPPER STEEL 
is the fact that it endures. 


KEYSTONE 


COPPER STEEL 





PLUMES 
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KEYSTONE Tr italia 
COPPER STEEL SHEETS 


Look for this new brand on Keystone spouting, culverts, flumes, tanks, and 
Quality Black and Galvanized Sheets, all uses requiring enduring service. 
alloyed with copper to give maximum __ Also supplied in Roofing Terne Plates, 
rust-resistance. This material has 8 to40 pounds coating. Send for copy 
proved itsexcellence for roofing,siding of our Anti-Corrosive Metal booklet. 


qj AMERICAN jy, 


STEEL SHEETS for Every Pucesee 


American Sheet and Tin Plate Company 


SUBSIDIARY OF UNITED STATES STEEL CORPORATION 
GENERAL Orrfices: Frick Buitp1Inc, PitrrspurGH, Pa. 











DISTRICT SALES OFFICES: —CuHicaco, CINCINNATI Export Distributors—U. 8. a PRO = cTs Co., New York City 
DENVER, Reemneng New ORLEANS, New YorkK A Pacific Coast Distribut ae . STEEL Propucts Co., 
PHILADELPHIA, PITTSBURGH, ST. LouIs bree San Francisco, Los Ai gclee, B ortiand, Senttie Honolul 
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“Spent Less Time Making Sales ’”’ 

















ODAY buyers are eye-minded—they 

buy what they see. Merchants of every 
kind are trying to catch the buyer’s eye as 
he hurries along. Never has proper display 
played as big a part in selling goods as it 
does today. 


For this reason, merchants everywhere tell 
us that the True Temper Tool Display 
Stand is increasing their sales of farm and 
garden tools as no other device has ever 
done. With it you can sell more new and 
regular items with less work and more 
profit to yourself. True Temper Tools are 
the best that can be made—they make sat- 
isfied customers for your store. Why not 
take advantage of these proven facts and 
secure one of these display stands to in- 
crease your sales of farm and garden tools? 


THINK IT OVER 


The American Fork & Hoe Company 
General Offices: Cleveland, Ohio 
Makers of Farm and Garden Tools for Over 100 Years 


RUE /EMPER 





‘FARM AND 
GARDEN 
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The True _ | 
Tool Display Stand j 


Furnished free to merchants 
who purchase an assortment of 
True Temper Tools. Write for 
details of our free offer. Please 
give your jobber’s name. 
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~~ YWALE- 


Do you know why 


the Yale Door Closer is superior? 






Because of the absolutely proven, accepted and dependable principle known to 
every automobile driver; the piston, cylinder, connecting rod and crankshaft. 
With this is combined most efficient utilization of hydraulic control. 


When you sell it—it stays sold 
When it goes to work it stays at work 


‘““YALE DOOR CLOSER” isn’t really a complete name 
for the product. It ought to be called ‘“‘Yale Door Closer 
and Controller””—because controlling the door is one of 
the important purposes for which it is made. 


The Power Plant of a Well Appointed Door 
The Yale Door Closer is a door-closing power plant; per- 


fect in action, made with the precision of a smooth-running 
engine. 

And like the perfect engine, the Yale Door Closer has 
its piston, cylinder, connecting rod and crankshaft; its 
ports, valves and bearings. And every part is co-ordinated 
to the quiet closing and controlling of a door. ’ 

As the door is opened the power of a highly tempered 
steel spring is stored up waiting for release. As your hand 
leaves the knob the spring unwinds, rapidly starting the 
closing action, and at the right moment, controlled by a 
piston working within its cylinder against hydraulic pres- 
Cut open view sure, the door loses momentum and comes to a quiet stop. 


Vals Dect Chane This is the action of a Yale Door Closer. 


YALE HOLDER DOOR CLOSER 


Yale Door Closers can be furnished with a When you sell the Yale Door Closer you 
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A holder device which is worth many times its take the money and the transaction is closed 

cost. It permits good ventilation without — it is definitely superior and stays on the 

a that ever present risk of slamming doors— job. Not only is the metal better, the heat 
u/ and often shattered glass panels—and cracks treating and tempering finer, but the design 

BP in the walls. And it is a great convenience of the operating mechanism is superior. This 

y when any bulky articles have to be moved in one feature alone enables you to sell more 


i? or out. Yale Door Closers. 
f Remember it is always the open season for selling Yale Door Closers. They 


effect a saving and provide convenience and safety to every store, office, 
factory and residence door. Send for Window Display and Consumer Booklets. 


YA L 7 THE YALE & TOWNE MFG. CO., STAMFORD, CONN., U.S.A. 


YALE MARKED IS YALE MADE 








PADLOCKS, AUXILIARY RIM LOCKS, BUILDERS’ LOCKS AND TRIM, CABINET LOCKS, 
TRUNK LOCKS, DOOR CLOSERS, BANK LOCKS, PRISON LOCKS 





















ASK 
YOUR 
LUPTON 
JOBBER’S 


SALESMAN 
TO TELL YOU ABOUT 


“BIGGER 


PROFITS” 


DAVID LUPTON’S SONS CO. 
2211 E. Allegheny Avenue 
PHILADELPHIA 
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GRAY -WICK 


“Gray-Wick may cost a little more, but—it is worth it” 


Weigh the Roll and 
ae. Compare the Weight 


_- Every roll of GRAY-WICK Steel Wire Screen 
- f Cloth is made from FULL GAUGE WIRE. 























































ee a Gna The 12 and 14 mesh cloth is made from No. 
i . 33 gauge wire each way of the cloth. Watch 
. 3 out for cloth in which No. 34 gauge wire is 
substituted in place of No. 33 gauge wire 

one way. 
pen ea This substitution makes a difference of ap- 
GRAY Color proximately 10% in the weight. You can 
usually detect it by comparing the weight of 


12 Mesh, No. 33 gauge each way 


14 Mesh, No. 33 gauge ech way GRAY-WICK with competing brands. 
16 Mesh, No. 33 gauge filler 
ee But FULL GAUGE WIRE is only one reason 


18 Mesh, No. 34 gauge each way 


for GRAY-WICK preference. GRAY-WICK 


Our Other Brands of Screen Cloth is produced from rust-resisting Open Hearth 


Cortland Black Enameled Steel made in our own furnaces. The wire is 
White Metal Finish drawn in our own mills. Every operation 
Wickwire Premier : : ; 
iteaten Mention from raw material to finished product is done 
Wickwire Copper under our own supervision. 


To add to its life GRAY-WICK carries an 


All brands of Wickwire Brothers 


Screen Cloth will be furnished . : 

yagi lle Ae args te extra heavy electro zinc coating enameled 
any GND GES See ae Se Seen with transparent varnish. “Life insurance” 
ished, in addition to 100 lin. ft. : 
rolls, in 50 ft. and 25 ft. length is built into every roll. And every roll is 


rolls, without extra charge. 


backed by 50 years of experience. 


Your Jobber 
will supply you 
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The Shipping Board Lines 
listed here, comprising a fleet of 256 ves- 
sels afford complete shipping facilities be- 
tween Atlantic Coast and Gulf ports and 
ports in every part of the world. 


*AMERICA FRANCE LINE 
42 Broadway, New York City 
N. Atlantic to French Atlantic ports 


*AMERICAN BRAZIL LINE 
17 Battery Place, New York City 
Atlantic ports to ports in Northern Brazil 


*AMERICAN DIAMOND LINES 
39 Broadway, New York City 
North Atlantic Ports to Holland and Belgium 


DIXIE UK LINE 
New Orleans, La. 
New Orleans to United Kingdom 


AMERICAN MERCHANT LINES 
17 Battery Place, New York City 
Passenger and freight services to UnitedKingdom 


*AMERICAN PIONEER LINE 
11 Broadway, New York City 
North Atlantic ports to Orient, India 
and Australia 
Periodically this line conducts an around-the- 
world service via the Suez Canal 


DIXIE MEDITERRANEAN LINE 
New Orleans, La. 
New Orleans to Mediterranean ports 


GULF BRAZIL RIVER PLATE LINE 
Hibernia Bank Bidg., New Orleans, La. 
Gulf ports to east coast of South America 


MISSISSIPPI VALLEY EUROPEAN LINE 
Hibernia Bank Bldg., New Orleans, La. 
New Orleans to French and Belgian ports 


YANKEE LINE 
110 State Street, Boston, Mass. 
North Atlantic ports to German ports 


GULF WEST MEDITERRANEAN LINE 
917 Whitney Building, New Orleans, La. 
Gulf and South Atlantic ports to. Portuguese 
Spanish,and North African ports(west of Bizerta) 


MOBILE OCEANIC LINE 
Mobile, Ala. 
Mobile and Eastern Gulf ports to United 
Kingdom and continental European ports 


AMERICAN GULF ORIENT LINE 
917 Whitney Bidg., New Orleans, La. 
Gulf ports to Orient and Dutch E. I. 


AMERICAN REPUBLICS LINE 
33 Broad Street, Boston, Mass. 
N. and S. Atl. ports to Brazil and River Plate 
ports, east coast of S. America 


ORIOLE LINES 

Citizens Natl. Bank Bidg., Baltimore, Md. 
North Atlantic ports to west coast of 

United Kingdom and Irish ports 


SOUTHERN STATES LINE 


925 Whitney Central Building, New Orleans, La. 


New Orleans and Texas ports to German 
and Holland ports 


TEXAS MEDITERRANEAN LINE 
Cotton Exchange Bidg., Galveston, Tex. 
Texas ports to Mediterranean ports 


TEXAS UKAY LINE 
Galveston, Texas 
Texas ports to United Kingdom ports 


TEXAS STAR LINE 
New Orleans, La 
Texas ports to French and Belgian ports 


UNITED STATES LINES 
45 Broadway, New York City 
Passenger, mail, freight services to 
England, Ireland, France and Germany 


* Accommodations available for a limited 
number of passengers on these lines. 




















(SEORCE EASTMAN says: 


CHAIRMAN OF THE BOARD, EASTMAN KODAK COMPANY 


“The Splendid Services Rendered by 
the American Merchant Marine Deserve 
the Support of American Business” 


jem Freight Services operated 
for the United States Shipping 
Board offer to manufacturers 
and producers in this country 
unrivalled facilities for han- 
dling their overseas a 
requirements. 

Under the direction of experi- 
enced American operators, these 
world-wide services have estab- 
lished a remarkable record for 
efficient and economical trans- 
portation of ocean cargo. 

In addition to the twenty lines 
operated for the Shipping Board, 
there are seventeen services de- 
veloped by the Shipping Board 
but now under private manage- 
ment—a combined fleet of several 
hundred vessels operating from 
Atlantic, Pacific and 
Gulf ports to ports Pomel 




















7 


in every corner of the earth. 


The experienced operators of 
these services can help you in 
your export or import problems. 
They are capable of rendering 
advice to Americafii manufac- 
turers and producers that will be 
of value to them in opening up 
new foreign trade channels, as 
wellasin developing their present 
overseas markets. You will find 
it to your advantage to consult 
with them. 

Write for complete information 
as to rates, dates of sailing, etc. 

ry gr r 


PASSENGER SERVICES: In addition to freight 
services, the Shipping Board Fleet contains the fast 
passenger vessels of the United States Lines. Led by 
the S. S. "Leviathan”’ * world’s largest ship, these 
vessels offer ptional acc ions to Europ 
ports. The American Merchant Lines vessels, sailing 
weekly from New York, offer 





= comfortable passage to London 


at remarkably reasonable rates. 


UNITED STATES SHIPPING BOARD 
MERCHANT FLEET CORPORATION 


WASHINGTON, D. C. 
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A, 


OO Zz 
Zz — 


think: this over— 


mr. hardware 
merchant! 














s eat. orf. 


, + + It’s self-evident: goods of known worth 


ace. v- 





attract customers and build good-will. Goods 





of known worth take much less of your time 





and effort per sale. 





, » + Why not sell the one felt-base rug that 
every housewife K-N-O-W-S?— Genuine 
Congoleum Rugs backed by the famous 





Gold Seal money-back guarantee. 

























y » + Sixteen years of big space color adver- 


tising and sixteen years of satisfactory service 





in America’s homes have built a public demand 





for genuine Congoleum Rugs that means faster 





turnover and greater profits for merchants. 






CONGOLEUM-NAIRN INC. 


Hardware Division Headquarters 
Kearny, NEw JERSEY 


New York Philadelphia Boston Pittsburgh Chicago 
Minneapolis Kansas City Dallas Atlanta 
New Orleans San Francisco 
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* Albany 
Atclanta 
Baltimore 
Boston 
Chicago 
Detroit 
Los Angeles 
Milwaukee 
New York 
Omaha 
Pittsburgh 
Rochester 
San Antonio 
San Francisco 
Seattle 
Syracuse 
Washington 


The BIG NOISE / 


The loud clamor that always goes with national advertising 
circulation figures is supposed to echo in your cash register. 


‘But Does It? 


The only advertising that does any selling for you is advertising 
in your city, reaching your customers, influencing their buying 
habits ! 


And The American Weekly is the national publication that does 
the job! 


What is The AMERICAN WEEKLY ? 


The American Weekly is the magazine distributed through the 
seventeen great Hearst Sunday newspapers from seventeen prin- 
cipal American cities.* It concentrates and dominates in 485 of 
the nation’s 784 towns and cities of 10,000 population and over. 


In each of 153 cities it reaches one out of every two families. 
In 119 more cities it reaches from 4o to 50% 

In. an additional 108 cities it reaches from 30 to 40% 

In another 105 cities it reaches from 20 to 30% 


And almosttwo million additional copies of The American Weekly 
are bought in thousands of other prosperous communities—con- 
stituting an amazing national total of 5,646,898 families who buy 
and read The American Weekly —the greatest and most respon- 
sive circulation of any publication on earth! 


THE, MERICAN 


WEEKLY ~~ - 
in the World oe 
“ 
Main Office: 9 East 40th Street, New York City - 
o The American Weekly 
2 9 East 40th Street 
«* New York City 


Branch Offices: 


Wrigley Bldg., Chicago 

5 Winthrop Square, Boston 

753 Bonnie Brae, Los Angeles 

222 Monadnock Bldg., San Francisco 
1138 Hanna Bldg., Cleveland 

101 Marietta St., Atlanta 

12-231 General Motors Bldg., Detroit 


iy 
we Please send me a copy of the American 
7 Weekly and a statement of its circulation in 
a my trading territory. 
of 
io 
a” 

8 Address 


7 
7 
Z 


Name 








CBR iscscscnscsissce State 
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Not How Much 
But How Good 


HE metal used in our Tubular 

and Clinch rivets is’ absolutely 
“right,” for quality has always been 
our first consideration. Great care is 
‘exercised in the fabrication of the 
metal into the finished rivets insuring 
driving and setting qualities that have 
never been excelled. You can recom- 
mend our product to your customers 
without fear of apology or regret. 
Quality holds goodwill—and allows no 
chance for complaint. 




























Pacific Coast Representative 
J. T. McDEVITT 
Postal Telegraph Building, 
San Francisco, California. 


Pibanisd / 


———by the keenest 
buying brains in the country 


















“ TUBULAR RIVET & STUD 
COMPANY 


BOSTON 











The largest f»., 
factory inthe iil 
world devoted 
to the manu~ 
facture of 
lara 


Clinch Rivets 





















cnet 
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concentrate | 







» and at prices to please almost 
every type of customer—a line 
built for years to exacting stand- 
ards of workmanship. 








For a year now—we’ve been preaching this 
sermon—Concentrate -your buying. 







If you would make nineteen twenty-nine a 
banner year for profits—we say again, 







Concentrate 
Too much of your good money tied up in 
stocks, too slow a turn-over; these things will 
be a big factor in determining your profits. 










Catalogue No. 26T shows the 
complete line of 


Sie Sh yrs otc gigi ta Dieoehaie roe6 





; : Braces Pliers Screw Drivers 
Select one line of mechanics tools, and push Expansive Bits Chisels Squares 








it! And let that line be the logical one—the Hammers Wrenches Pruning Shears ql 


i 86) arr sy ; if 
If you haven’t this catalogue, send for your ' 


A wide selection of products—the right kind, copy today! Your jobber carries PEXTO. 










THE PECK, STOW & WILCOX CO. 


Southington, Conn., U. S. A. 






os FATS ute CORCBARIT ARATE .ON PEXTO 
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LADIES and Gentlemen! 






| say just who a the hardware trim 
a fora building. Sometimes it’s the archi- 
# tect, sometimes the contractor. Maybe 
it’s the owner with either of these two—or even 
both of them! 


lighting fixtures, even millwork. The modern hard- 
ware store is selling “ensemble’”—to women, at 
that! One woman may have a colonial home as 
her ideal. As small a thing as a display of Corbin 
wrought iron hardware may bring her into the 
store. But if someone else shows hardware for the 
English-type house, and that’s her 





But if it’s builders’ hardware for a 
new home you can just bet there’s 
one person who will have a lot to do 
with its choice. That’s the lady who's 
to be mistress of the new House. 


If you could sit where we do for a 
single day and read the letters that 
come in response to Corbin national 
advertising, you would see how large 
a part of these letters comes from 
women. That’s the first step. Women 
are interested in hardware trim—even 
to the point of using it to dress up an 
old house. They see it as part of a 
design—part and parcel of the idea 
of a whole house, harmonious in every 
detail of design, color and ornament. 


Ever hear of “ensemble selling’? 
The big department stores are playing 
it up for all it’s worth. Instead of 
having dresses on one floor, stockings 
on another, shoes and hats on still 
others, they’re putting at least part 
of the stocks of each on one floor— 
just because women today want their 
dresses, hosiery, shoes and hats to 
harmonize, to be an “ensemble”. And 
when stocks are so arranged, it gives 
the woman a chance to buy what she 
wants—and maybe some things she 
didn’t realize she wanted—easily and 
quickly. She sees what she wants, 
right there in that store. 


What’s that got to do with builders’ hardware, 
yop say. Just this. The modern hardware store 
is in a position to gratify most of the material 
wants for building a harmonious, well designed 
house—hardware trim, paint, maybe wallpaper, 


P. & F. CORBIN 


The American Hard 





Good Buildings Deserve dream, she goes to that store, perhaps. 


First, then, be sure you have some 
place in your store where customers 
may look at, and handle, a good range 
of designs of builders’ hardware. That’s 
important. But there’s another thing 
of great importance you ought to pro- 
vide for—the fact that women are so 
often an important factor in builders’ 
hardware sales. 


No woman likes to go into a store 
that by appearance, atmosphere and 
style labels itself “For Men Only”. 
Be sure to have a place in your store 
that women will like to come to— 
where they may really shop at leisure. 
Even Wall Street brokers’ offices today 
have nicely decorated rooms for women 
customers. Put in a real builders’ hard- 
ware department with enough tasteful 
decoration to please the ladies. Just a 
little showmanship goes a long way to 
establish the regard of women—and 
men—for that kind of a place where 
hardware needs for the new home may 
be discussed. And don’t forget to have 
other parts of the “ensemble” mighty 
handy! 


So far as the builders’ hardware is 
concerned just remember this— Corbin 
makes every hardware item needed 
to equip a home or a hotel from bot- 
tom to top, and Corbin makes these items in a 
great many different and authentic styles, designs, 
and, even colors. There’s only one answer to the 
question of hardware “ensemble” and that’s Good 
Hardware—Corbin. 


SINCE NEW BRITAIN 
1849 ~=CONNECTICUT 


n, Successor 





New York 





fila” 


Philadelphis 
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Treat ’em Rough / 


E. B. GALLAHER 


Treasurer, Clover Mfg. Co. 
Editor, Clover Business Service 





There’s one of those fine old-time hardware dealers in my town— 
his name is Z. C. Gillespie. And he doesn’t look like the picture the artist made of him. 
Anyhow, some months ago I induced Mr. Gillespie to give a sheet of Clover Green Stripe 
Sandpaper to each customer who called to buy the ordinary kind. 
Result: he now can’t sell anything else—every single one of his old 
customers demands Clover Green Stripe and won’t take any other 
kind. 

Talking of quality and flexibility, he told me a good one. A fellow 
came in and bought a half-dozen sheets of Clover Sandpaper—then 
started to fold them up. Gillespie said, “Wait a minute, I’ll wrap 
them up; you’ll ruin them by doing that.” “No,” said the man, 
“you can’t hurt this Clover stuff,” with which he continued folding up the sheets and 
stuck them in his pocket. He knew his sandpaper. 

It’s wonderful how quick the customer gets wise to the virtues of a good article which 
he uses. The merchant may be the easiest fellow in the 
world to fool—especially when a slick talker expounds price 
versus quality to him—but, you can’t fool the man who 
has to put money and elbow-grease into your product. 
He knows a thing or two—he invariably buys on per- 





CAN T 

formance. \ NF HURT 

Genuine Clover “Color Stripe” Abrasive papers and cloths \ | We | CLOVER ' 
are made flexible in process through a new method of manu- QE 
facture—they’re so much better than anything I have ever 
seen that I want you and your customers to know them. 

Will be glad to send full sheet samples to any dealer, and, if you will distribute a 
few sheets to your good customers, I will supply the paper—no charge to you, of 
course. 











ene ir. | BBL GALLAHER: 
CLOVER MEG. COo., NORWALK, CONN., U.S. A. || Clover Mfg. Co., Norwalk, Conn. 


SINCE 1903 Send Sample Sheets 
- Clover Flint Sandpaper 


|| Clover Turkish Emery Cloth 
| Clover Aluminous Oxide Cloth 

















SAND PAPERS 

METAL CUTTING PAPERS AND CLOTH 
AUTOMOBILE NICKEL PASTE | 

METAL POLISHES ‘hoa 

| Address 

CLOVER GRINDING AND LAPPING COMPOUNDS | —_ 


|| Character 
'| of Business 














mY WALD SAD inata7, annlan eee je he ARS 
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pectalists Naturally 
“he 


Specialists have not created the 
existing demand for their services. 


_—?) 


Its Publications Broadly 
Cover the Following 
Industries and 


Trades 


Automotive 
Automotive Industries 
Automobile Trade Journal and 


Demand for their services has cre- 
ated specialists. 


Motor Age 

Motor World Wholesale 
Commercial Car Journal and 

Operation & Maintenance 
Chilton Catalog & Directory 
Automotive Industrial Red Book 
Chilton Aero Directory and 

Catalog 


Each unit publication of the United 
Business Publishers Inc. has grown 
in answer to a need for the specific 
services It renders. 


Hardware 

Hardware Age 

Hardware Age Catalog 
Jewelry 

The Jewelers’ Circular 
Metal Trades 

The Iron Age 
Optical 

The Optical Journal 
Petroleum 

The Petroleum Register 

Oil Field Engineering 

Allen’s Superintendents Hand 

Book 

Plumbing & Heating 

Sanitary & Heating Engineering 
Shoe 

Boot & Shoe Recorder 
Textile 

Dry Goods Economist 

Dry Goods Reporter 

The Drygoodsman 

Pacific Coast Merchant 
Toys 

Toy World 
Warehousing 

Distribution & Warehousing 


9 C-€ 


That these units have come to be 
leaders in their respective fields is 
due to the fact that they have con- 
stantly striven to perform a worth- 
while service. 

















TUTTE TT TTT 








QUT TTT 


























Controlled by the UNITED BUSINESS PUBLISHERS, INC. 


239 WEST 39TH STREET - - - - - - - - - - - NEW YORK CITY 


OFFICERS: 
A. C. PEARSON, CHAIRMAN C. A. MUSSELMAN, VICE-PRES. 


F. J. FRANK, PRES. ARNOLD L. DAVIS, SEC’Y F, C. STEVENS, TREAS. 
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Command 
Greatest Confidence... 





Published by 


CHILTON CLASS JOURNAL COMPANY 
CHESTNUT and 56th STREETS, PHILADELPHIA 
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Everedy Pneumatic Silent Door Closers are . . . not just made “to sell”... 
but to give service. Users know it from actual experience with them in their 
homes. Prospective customers are advised of it through Everedy National Ad- 
vertising. You can “cash in” on this good will and established confidence by 
displaying Everedy Door Closers. Now is the time to feature them and get 
your share of this steadily increasing and profit-producing door-closer busi- 
ness. Strike the spark of recognition that leads to fast turnover and cash sales. 


EVEREDY 


Pneumatic Silent Door Closers 
Sold on Merit! Bought for Merit! 


7—Heavy, oil-tempered springs. 

8—Fit all doors without mechanical change. 
9—Handsomely finished. 

10—Equipped with Everedy Patented Valve. 
11—Only a screw driver needed to attach. 
12—No tools required to detach. 


1—Scientifically designed. 
2—Mechanically correct. 

3—All brass and steel construction. 
4—Occupy small space. 

5—Easy to install. 

6—No servicing required. 











EVEREDY @ 3 EVEREDY 


Pneumatic Door Closer No. 1000 
For Screen and Light-Weight Doors 


Handsomely finished in dull nickel. Heavy 
spring in jamb bracket operates door with un- 
failing precision. Laboratory tested. Each 
packed in attractive 2-color display carton with 
all necessary attachment hardware. The only 
Nationally Advertised Dollar Closer. Nation- 
ally known. Nationally used. 


Double-Duty Door Closer No. 2000 
For Heavier Doors 


Equipped with double springs. Very powerful. 
Very compact. Finished in rich, dull brass and 
protected with rust-proof lacquer. Valve cap 
and tube made of one-piece brass. Sturdy, 
heavy construction throughout. Each packed 
in beautiful 3-color display carton. This door 
closer offers you year ’round sales. 









GET THIS FREE SALES SERVICE 


Mail the Requisition Post Card, enclosed with each dozen door closers, to Factory. We will 


send you FREE and postpaid a finely finished, green lacquered Demonstration Mount. At- 
THE EVEREDY COMPANY 
Carried by your Leading 


tach a door closer to it. Sales are automatically speeded up. 
Jobber. FREDERICK MARYLAND Sse 


Write for Catalog 
Prices slightly higher in Far West and Canada 

Manufacturers of EVEREDY Bottle Capper, Syphon Filter and Strainer Set. Endorsed by Millions of 

Users as the Standard. 


All Everedy Products are 
Nationally Advertised and 
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To fulfill the needs of hardware dealers, ambitious to progress and meet present day 
competition, yet reluctant to invest in New Store Equipment, this new line of Sectional 
Display Fixtures is now being introduced to the trade. 


Warren “Sho-well” Fixtures represents a remarkable combination of the high quality 
that is standard under the “Warren” label and offered at a price you can afford to pay. 


If you contemplate store changes and are interested in new fixtures, check and mail 
the coupon for our new “Sho-well” Fixture catalog, with prices. 


The New Warren “Sho-well” Line a —— J. D. Warren Mfg. Co. 
is complete, Including Sectional | #9 “ 208 W. Washington St 


Wall Fixtures for: 
Chicago, Illinois 


Tools Miscellaneous By oc Backed by many decades for 


Builders and Shelf House Furnishing — ‘ - . 
oe eg suis, ae. quality, reputation and experience. 


“lectrical Goods Cutlery Display 
tng. omg! Cases seeanny <a aa ' presented for the first time. 
> y w low 
a = A Mixed Nail Bin Counters a" ee ee ee 

aint 


New features just developed are 


i le 
Aluminum and Diaginy: Taatee No. 1G6884-A 

Enamel Ware Screw Cases, etc. Made of Southern White Oak and 3 ply 
Western Fir—84%5% in. long, 30% in. wide, 
34% in. high—Medium Tavern Oak Finish 
—and furnished with 39 Bulb Edge Glass, 
Adjustable Compartments. Shipped knocked 
down to save freight. Easily set up. 


Net Price 








No. 884-A 
Sho-well Display Table—same as illustrated 
and described above except furnished with- 
out Bulb Edge Glass Compartment. 


Net Price . 


Mail this Coupon 














J. D. WARREN MFG. CO. 
208 W. Washington St., Chicago, Illinois 


We want to know more abvut Warren ‘‘Sho-well’’ Fixtures. 
Please send us: 


O) The Warren ‘‘Sho-well” Fix- O “‘Sho-well”” Display Table 
ture Catalog. Folder. 


O)Nail Bin Counter Folder. Cl Information Sheet for Sug- 
gestive Store Arrangement. 


SECTIONAL 
DISPLAY FIXTURES 
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This 
national 
advertising 
in 
women’s 
magazines 
is one 

of the 
reasons 
for all 

the 
interest 

in 
Vollrath 
Ware. 

Be sure 
you get 
your share 
of this 


business. 


More and 


more the 
better cooks 


are using 
enameled 
ware 


HARDWARE AGE for MARCH 14, 1929 



























ARTHUR GERLACH 


© GAY, $O LOVELY, SO 
MODERN-SO PRACTICAL! 


This lovely Vollrath ware comes in beautiful colors. It brightens 
up your kitchen in the most charming way! By selecting colors that 
go with walls and woodwork you can get the most harmonious effects. 
And this modern ware is as easy to wash as your china. It makes a 
modern kitchen—colorful and practical. Genuine Vollrath Ware made 
only by The Vollrath Company [Est. 1874] Sheboygan, Wisconsin 


\YWoliratin 


Ware -gm Tosjor 




















FOUNDED 1855 


nardware 


239 West 39th Street, New York City 
FRITZ J. FRANK, PRESIDENT 


© 
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Get Ready For Sum- 
mer Sport Business 


OW comes the season of 

the year when hardware 
merchants who handle sporting 
goods are preparing for. the 
demand that will follow from 
now on. Here are eight pages 
devoted to the merchandising 
of sporting goods and juvenile 
vehicles. The articles in this 
issue offer information that will 
help to add materially to the 
volume-and profit of the sport- 
ing goods department. 

Current conventions are re- 
ported in this issue and regular 
features are also presented 
fully. 


Read What They Say About 


Us— 


Being a beginner in the hardware 
business, I get great results from 
reading HarpwareE AcE. I read it 
from cover to cover and keep them 
on file for reference too... I am in- 
closing a check which will cover my 
subscription for two years, also two 
extra subscriptions for one year for 
my clerks. » 

Come on, Messrs,Norvell and 
Suule, I enjoy Your articles very 
much, as well as the other contrib- 
utors. This is a wonderful age in 
which to live, and it is well. that 
we assist one another all possible, 
and each and everyone should make 
use of all the opportunities available. 

Yours respectfully, 

(Signed) E. T.. AMONETT, 
El Paso, Tex. 
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“Your radio program broadcast Sunday afternoon 

was greatly enjoyed in our home, and we shall ap- 
| preciate receiving a set of the outlines mentioned. We 

are at present planning a new house and are look- 

ing for ideas. Very truly yours, O. M. D., 

Ms. Carmel, Conn.” 

** * 

*‘Heard your program and announcement over the 

radio yesterday afternoon. We are planning a house 

which we expect to build in the near future. Would 

like very much to have your furniture plans. Thank- 
: ing you, 1 am, yours truly,S.S.S., Evanston, Ill.” 


*-_ * *# 


“Will you please send a pamphlet descriptive of 

McKinney Mfg. Co. hand wrought hardware men- 
i tioned in your program on Sunday, February 17th, 

1929. Yours very truly, G. G. B., Bala, Pa.” 


*-_ * * 


“As announced over W]Z please send me, without 
obligation, your booklet on hardware. Very truly 
yours, H.C. L., White Plains, N.Y." 


if eR = 


** Please send me the booklet about hardware for the 
new home, spoken of in your very interesting program 
broadcast today. Yours truly, (Mrs.) L. R. L., 
Reading, Pa.” 
*_ * * 

“We would be pleased to receive your hardware 
vatalog as advertised in last night's broadcast. 
Thank you. Very truly yours, S. © K. (Builders), 
‘ New York, N. Y.”’ 


*- * * 


*‘Would you be kind enough to mail me your catalog 
45 per advertisement over radio station and oblige. 
Yours truly, A.T. F (Contractor), New York, N.Y." 


’-_ * * 


“Will you kindly send us one of your ‘Furniture 
Plans’? Thank you very much. We enjoyed your 
' program Sunday afternoon. It was fine. Thanking 
vou, I remain, E. M. F., Akron, Ohio." 








OES 


Vw) 


“This is to advise you that we enjoyed very much 
your broadcast yesterday afternoon and would like 
to get a copy of your let on ‘Hardware for New 
Houses’ referred to. I will be very pravful to you if 
you can furnish me with a copy of this booklet. Very 
truly yours, P. A. T., Bethlehem, Pa.’ 

* * * 
** Program Sunday afternoon while visiting in Cin- 
cinnati very much appreciated. In accordance with 
your offer, please send to address given below set of 
cut out furniture. Started building our new home 
February 5th. Thanking you in advance, I am, 
respectfully, (Mrs.) T. C. P., Indianapolis, Ind.”’ 

* * *& 


**Please send me furniture floor — and informa- 

tion booklet regarding your hardware. Thank you. 

Respectfully, (Mrs.) E. E.G., Wheeling, W.Va." 
és 


‘Will you kindly send me the booklet on Colonial 

Hardware that was mentioned during the broadcast 

on Sunday, February 17th, as I am very much inter- 

ested in the subject. I certainly enjoyed the broad- 

cast. Yours very truly,C. J.W., New York, N. Y.”’ 
*-_ * * 

**Please send me a copy of your hardware catalog. 
Thank you.V ery truly yours, ].H.B.,Westerly,R.1."" 
* * * 

“Will you please send me your book on hardware as 
per offer on WJZ. Very truly yours, J. D., 

Hackensack, N. J." 
*- * *& 
**I have enjoyed listening to your part of the Radio 
Program and men a ev appreciate your booklet 
on types of homes and suitable hardware equipment. 
Sincerely, J. R. S., Mt. Tabor, N. J.” 
* * * 
**Please send book regarding wrought iron spoken of 
on radio. Thanking you in advance for same, I am, 
sincerely yours, Mrs.) F. J.R., Manchester, Conn.” 
* 2 * 
‘Will you kindly send your catalog on hardware to 
the above address and oblige. Yours very truly, 
(Miss) M. L. A., Paterson, N. J.” 





f the M°Kinney 


‘ voice on the air 


“Kindly mail to me book of McKinney's Hardware 
and oblige. Yours very truly,V.C., Bangor, Pa." 


* * *# 


“Would you be so kind as to send me, or tell me where 
I can obtain a list of short wave stations and signals, 
at the same time, have the McKinney Hardware 
people send me their book on Furniture Plans as 
per their announcement yesterday at 4:30 P.M. thru 
your Pioneer Station. Yours very truly, U. F. M. B., 
Oriente, Cuba.”” 

** * 
“Listened to your program on Sunday evening and 
enjoyed it very much. I would be very thankful to 
you if you would kindly send me one of your 
McKinney Furniture Plan cut-outs. Thanking 
you, A. K., Baltimore, Md.” 


* * * 


** Please send me your McKinney Furniture Plans as 

you suggested over WJZ. Your program via radio 

is immensely enjoyed by us. Thanking you very 

much, I am, yours truly, K.C. S., Easton, Pa.’ 
** * 


“Will you please send to the address given below, 
McKinney Furniture cut outs. Your programs come 
in fine. Yours truly, D. N., Pittsburgh, Pa.”’ 


* * * 


“Am interested in hardware for twelve or fifteen 
thousand dollar home. Yours truly, C. S. J., 
Sanatorium, N. C."" 

*_ * * 
**Heard your station announce that if you were think- 
ing, of building to write for the McKinney Furniture 
Plans. I would appreciate them. Respectively, 
C. DaH., East Sparta, Obio."’ 


*- * * 


“‘As announced via radio over the above station I 
would be pleased to have you send me a set of the 
furniture cut outs. Thanking you in advance for the 
courtesy as well as a word of appreciation of the 
privilege of listening in on your Sunday program, I 
am, yours very truly, R. A. K., Civil Engineer- 
Architect, Terre Haute, Ind.’ 


HE cultured, sympathetic voice of the McKinney 

. Master Designer which features the McKinney 
Broadcasting national program every Sunday After- 
noon (4:30 Eastern Time, 3:30 Central Time) is 
returning a flood of inquiries concerning McKinney 
Hardware. Newspaper electros, weekly display 
programs, and folders enable McKinney dealers to 
take advantage of local interest. 1929 is a McKinney 
Year! Information regarding tie-up material 
on request. McKinney Mfg. Co., Pittsburgh, Pa. 


CKINNEY HARDWARE 
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WINDS 


By Liew S. SOULE 
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Burning the Candle at Both Ends 


N these days when it is increasingly necessary to 
meet prices in direct competition, it is worse 
than foolish to cut prices on items not affected 

by price competition. 


We have in the hardware trade, many items not 
carried by chain stores or mail order houses, items 
on which the competition is almost entirely between 
hardware distributers and merchandisers. Cut 
prices by the trade on those items is almost suicidal. 
It weakens the hardware trade and lessens its ability 
to meet competition outside the hardware industry. 


If we wage an internal competitive price battle 
on merchandise over which we have selling control, 
how can we expect to successfully meet the price 
onslaughts of mass distributers in the lines where 
they hold the advantage ? 


What many business men fail to realize is that the 
basic competition today is a competition of indus- 
tries. In other words, the hardware industry is 
competing with all other industries, for the con- 
sumer’s dollar. If a reasonable part of the con- 
sumer’s dollar is spent for hardware, the industry 
as a whole will prosper. If other industries are 
more successful than the hardware industry in court- 
ing the consumer’s dollar, the hardware industry 
as a whole will slump. 


The first problem of the hardware industry there- 
fore is to create more consumer demand for hard- 
ware. The paint industry has shown that this can 
be done. The second problem is to direct that con- 
sumer demand toward the type of hardware that will 
give lasting satisfaction to the consumer and reason- 
able profits to all factors in the industry. That 
too can be done, but it requires salesmanship, mer- 
chandising efficiency and complete cooperation. 


The competition of independent hardware dis- 
tributers with mail order houses and chain stores is 
a secondary competition ; a competition between those 
who specialize in hardware and allied lines, and 
those who are interested only in a few fast selling, 
popular priced hardware items as part of a general 
stock. This competition is as much a competition 


of merchandising efficiency as it is of price. Unless 
the independent merchandiser is efficient, price will 
not save him. Then, when the “independent” has 
put his business on an efficient basis, he will find the 
price problem less difficult than he had imagined. 


But—there is no denying the fact that the prices 
put upon standard articles by the chains and mail 
order houses are the established retail prices for 
those articles. If the independent merchant’s prices 
on those articles are higher, he cannot long hold his 
trade on them. There are some exceptions, but 
generally speaking, the independent hardware mer- 
chant must meet competitive prices on standard 
hardware items or quit selling those items. 


_ To meet those prices, he must have the coopera- 
tion of the manufacturer and the jobber, and to 
deserve that cooperation, he in turn must cooperate. 


At the same time he cannot expect to make any 
great profit on those price competition items. On 
the so-called “leaders,” the chains make no profit. 
On other price competition articles the small profit 
made by chains and mail order houses is due more 
to a high rate of stock turn than the low purchase 
prices. Therefore the independent dealer’s real 
profits must come from lines less adaptable to chain 
and mail order selling methods. 


And yet—in many such lines, independent hard- 
ware distributers are continually practising what, 
from the standpoint of sound merchandising, is 
unnecessary and uneconomical price cutting. 


Every cut price on an item or line, means that 
volume or stock turn on that item or line must be 
heavily increased. It takes a 25 per cent increase 
in volume to offset a 5 per cent cut in price. It 
takes a 75 per cent increase in volume to balance a 
10 per cent price cut. 


The independent distributors of hardware are fac- 
ing plenty of price competition from sources out- 
side their own ranks. They can’t burn the price 
candle at both ends and expect profits to go un- 
scorched. 


aldol ee ee 
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What Slant Shall the Ads take 


Three Useful Rules to Help Put Season Appeal in Copy—Critical 


Comment with Timely Lessons for the Hardware Advertiser 


By GUY HUBBART 


HAT slant shall the ads take for spring? Well, 
in the first place, goods that are in demand be- 
cause of the season, ought to be;featured. That 
is one angle. Then, the reasons why seasonal goods are 
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in demand ought to give the basis for week by week 
featuring. Too many to detail here but among them are: 

(1) Housecleaning time and the hundred and one 
items every family needs, particularly of the household 
utilities kind—carpet beaters, curtain stretchers, paint, 
varnishes, waste baskets, garbage cans and burners, etc. 

(2) Gardening and yard cleaning all the tools and 
accessories that go with these two universal domestic 
activities. 

(3) Farming, in rural communities, field tools, re- 
pairing require- 








ments, farm and 
poultry needs 
and so on. 
There are | 
plenty of starts, | 
so many in fact 
that some | 
thought and skill 
are required to | 
find room 
enough in the 
weekly space to | 
feature all that | 
need pushing. 
However, the 
individual store 
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or SPRING? 


are three general rules that apply to all hardware store 
advertising at this season so far as the use of news- 
paper advertising goes. Here they are: 

(A) Use space, even in very small quantities, as 
often as possible during a week or a month, and be sure 
each ad carries a variety of timely items. That is items 
typical of the season. 

(B) Whatever the number and variety of items fea- 
tured in space, always have one or two leaders well dis- 
played. These leaders need not be cut price items, in 
fact that is poor policy. They should be exceptional 
values for the money. Their purpose is to give each 
ad a special appeal, aside from the seasonal appeal. 

(C) Use plenty of cuts, and if not fully worded text 
use enough to give the customer a clear idea of your 
values. 

The above is not a complete “A, B, C,” of hardware 
advertising but it is the foundation of profitable use of 
space at a time when advertising can do the most good. 


That much for slants and rules. 
Now some 


specific lessons 
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is represented by the items. 


seeking the best for the money. 


As a group they have a common characteristic worth 
noting: The selection of items in each ad represents 
variety in two directions. First, a wide variety of stocks 
This insures full action 
in many departments of the store, because it suggests 
to readers many needs. 
Second, although prices per item are widely diversi- 
fied, there is in each ad a plentiful number of low, 
medium and higher prices. 
of each ad on the customer’s part because everyone is 


This insures careful study 


This in turn attracts 


what might be called three sets of customers so far as 
buying capacity goes, giving the store and its ads excel- 
lent competitive standing with other hardware stores. 
Too often an ad has variety enough in items but not 


enough width to price levels. 


Remember prices give 


customers a definite idea of values, and it is values that 
make the ad draw. Ashdown’s evidently believe in let- 
ting each price speak for itself for none is given extra 
size display. 
3 to 4 columns by 12 to 16 inches deep), and run on a 


three times-weekly schedule. 


Good practice in ads of this size (around 


Of course not every store can use this amount of 
space per week but the variety can be just as varied in 
proportion in smaller ads and on a smaller number of 
items. 
No stock is given special display other than by the 


(Continued on page 115) 
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“VISITORS” 


By SAUNDERS NORVELL 


Y work is about equally divided between meeting 

people, conferences and attending to correspon- 

dence and other matters. Recently, I have been 
trying to put some system into my office hours. I have 
been trying to make all of my engagements for conferences 
and interviews in the afternoon, so that I can have my 
mornings free to answer letters. It is very difficult to car- 
ry out this program, because sometimes important people, 
necessary people, customers, etc., want to see you in the 
morning. 

Some of the stories that are told me are not only interest- 
ing but they are amusing. Here is one of them: 

A financier of considerable importance was chatting with 
his physician. “You eat entirely too much,” said the 
physician. “You can live on one-third of what you eat.” 
“What becomes of the other two-thirds?” asked the finan- 
cier. “Well,” answered the physician, “the doctors live 
on that!” 

* * * x * 


A first class hardware jobber dropped in recently. “I 
am having a lot of fun with my business,” he said. “I 
never enjoyed my business as much as I am now enjoying 
it. I have just bought a controlling interest in six retail 
stores. No one knows anything about this deal. It is ab- 
solutely secret. The managers of these stores come to 
my home and see me at night. From them I gather full 
information about everything my competitors are doing 
in the way of prices. One of the greatest things about 
owning these six retail stores is the fact that / am getting 
a line on all the liars.” 

This jobber is a merchant of wide experience. He has 
worked his way up in the business and he “knows his 
onions.” He tells me in checking over the inventories of 
these six retail stores, he finds that every one of them has 
been trying to buy direct from manufacturers. They have 
all bought more goods than they needed in order to make 
up a respectable order for the manufacturer. Some of 
these manufacturers have had quantity prices and they have 
overstocked themselves trying to buy the quantity. 

This jobber was telling me, for instance, that he found 
early in the season, on a seasonable line of goods, these re- 
tailers had almost all bought a complete stock of all sizes, 
based on their idea on how the goods would sell. Then the 
goods did not sell just that way. As a result, when the 
season was half over, they were overstocked on certain 
sizes, while other sizes they were compelled to buy from 
jobbers to fill up stock. At the end of the season, instead 
of cleaning up, they had a lot of odd sizes to carry over. 

He states that he is instructing his six retail store man- 
agers how to buy goods, and he believes in the course of 
a year he can reduce their investment fully 40 per cent. 
This inventory can be turned into cash, bank loans can be 
paid off, and interest will be stopped. If there are any 
cases where no money is owed, the surplus can be loaned 
out and bring in some income. “It is surprising,” said this 
jobber, “how a retail merchant will simply look at the price 
offered without stopping to think of any other considera- 
tions.” 

I am just giving you this story as it came to me from 


the jobber. I am not stating whether he is right or wrong. 
“Catching the liars,’ however, was an amusing thought. 
ee ee, SS 


Another jobber called, and I asked him how business was 
last year. “Well,” he replied, “it was just as good as the 
mentality of our salesmen would allow.” “What is your 
idea,” I asked, “of business with you the coming year?” 
“Just the same,” he answered. “We will sell as many 
goods as the mentality of our salesmen will allow us to 
sell.” 

“Now, what do you mean by this?” I inquired. “I never 
heard such an answer before.” “It’s all perfectly simple,” 
said he. “Eighty per cent of our goods are sold by travel- 
ing salesmen. If our traveling salesmen are keen, in- 
telligent and energetic—in other words, if they are men 
of strong mentality—our sales will just equal their 
mentality. In other words, no matter what our plans, no 
matter what our ideas, we must strain these plans and ideas 
through the salesmen to the customers. If the salesman is a 
good mental conductor, results are satisfactory. If, however, 
he is stupid or lazy then, of course, he is a bad conductor of 
ideas, but as this is our means of selling goods, everything 
depends upon the salesman’s mentality.” 

Then this jobber continued, “Every salesman we have 
has a head on his shoulders, and his head is just like a 
camera. Some of these men have wonderfully good 
cameras. Every picture is taken clearly and definitely, and 
when you look at it, you know just what you have. On 
the other hand, some of our other salesmen are carrying 
a very cheap camera on their shoulders. All of the im- 
pressions they take are blurred. All the reports they make 
are indistinct. They are not definite, and frequently their 
reports are very misleading. But unfortunately,” he added, 
“we have to work with the good and the bad cameras, and 
we have good and bad results, because naturally, nothing 
is better than the quality of the camera that the salesman 
carrieS$ on his neck!” 

All this interested me very much. “What, in your 
opinion,” I inquired, “is the cause of most of the indefinite 
work that salesmen do—indefinite writing up of orders, in- 
definite reports of trade conditions, indefinite reports of 
prices, etc.?” “Oh, that’s easy,” he answered. “It is just 
lack of careful attention. They do not listen. Their minds 
wander. They are not interested. If they were really in- 
terested, and if their minds were not clear, they would ask 
direct questions and clear up the subject.” 

ee ee 


Another gentleman, an American returning from Europe, 
dropped in. He had just landed the night before. This 
man holds a very responsible position. He has a keen mind, 
and he is a very close observer. “What are conditions 
in England?’ I inquired. “Very, very bad,” he replied. 
“There are 1,400,000 Englishmen out of jobs. The En- 
glishman,” he said, “has got all mixed up in his idea 
of making a living. Somehow, since the war, he has the 
idea, especially in labor circles, that the world owes him 
a living, whether he works or not. The dole that England 
gave the unemployed was one of the worst policies that she 
ever adopted. A lot of these Englishmen have an idea 
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that they saved the Government, and as a result the Gov- 
ernment should support them the rest of their lives without 
their doing any work. 

“By the way,” he inquired, “did you hear about the 
speech the Prince of Wales made at the Mansion House? 
You know, the Prince has been traveling around the world 
to various British Colonies quite a good deal in the last 
year or two. At the Mansion House, the audience is 
mainly very well fed, self-complacent English manufac- 
turers. They, of course, expected the Prince to make his 
usual complimentary speech. Instead of that, the Prince 
told them that in his travels, he found that the English 
were just about the worst salesmen in the world. ‘What 
you gentlemen need,’ he said, ‘are a few lessons in sales- 
manship. You had better train some real salesmen and 
send them out, not only to our own Colonies, but to other 
parts of the world. Unless England can do better work 
in selling, we will never have a recovery of our industries. 
You are too self-satisfied—too complacent. You never learn 
anything new. You have got to manufacture the kind of 
goods the customers want, put them up in the kind of pack- 
ages they want. You have got to get out and find out 
what your trade wants.’ 

“Then the Prince shocked all of these red-faced John 
Bulls by suggesting that some of the head men leave En- 
gland and travel, look over the field themselves and find 
out just what England needs in the way of goods and 
salesmanship. 

“Pretty hot stuff from the future King of England! 
Then,” he continued, “in a very modest way the Prince 
added ‘While I talk to you about salesmanship, I must ad- 
mit that I have never sold anything myself, except a few 
horses !’ 

The Prince gave the audience at the Mansion House 
a very snappy after-dinner talk.” (Personally, { would 
have given at least a guinea to have heard this talk, and 
to have studied the reaction upon the well-fed gentlemen 
present: ) 

“On the other hand,” said this gentleman who had just 
returned from Europe, “English labor is in the most 
peculiar state of mind. They stick on trifles. After the 
Prince of Wales visited the mining district, they decided 
to open one of the mines. Two thousand workers were 
needed. Established wages were offered, but not a man 
offered to go to work, because of some little trifling dif- 
ference on account of the labor regulations. They would 
rather sit and starve than yield a single point on some 
of their labor rules. So this mine was not opened and 
two thousand men without jobs continued as public charges. 

“On top of all of the English troubles,” continued this 
gentleman, “they are just about to have one of their gen- 
eral elections. The Englishman takes his politics very 
seriously. When there is an election, almost everybody 
stops work and talks politics. All the women talk politics.” 

“Well, how are things?” I inquired. “From what I 
know,” he replied, “the Conservative Party under Premier 
Baldwin has become quite unpopular. They have been 
doing a lot of muddling. The most surprising thing is the 
fact that the entire English nation is up in arms against 
the Government for the manner in which they have been 
handling the naval negotiations. The Navy Treaty with 
France is looked upon by the English people as having been 
a great piece of stupidity. The English people, as a whole, 
realize the folly of having differences with a great and 
powerful nation like the United States, especially differ- 
ences as a result of stupid diplomacy when the English 
nation was clearly in the wrong.” 

This gentleman stated that the English people felt that 
their diplomats were not up to their usual standard; that 





they have been suffering, in recent years, from poor leader- 
ship. 

“What about Lloyd George?” I inquired. “Does he cut 
any figure?” “Practically none at all,” he replied. “Lloyd 
George should have retired from the public stage long ago. 
Like Clemenceau, he should have been bright enough to 
find himself a little cottage on the seashore, go there and 
stay and dream over his past glories. Lloyd George, as 
Shakespeare expresses it, ‘Lingers superfluous on the 
stage.’” 

“Who is the coming man in England?” I inquired. 
“Well, that’s just it! Nobody knows. Of course, history 
states that whenever there is a situation that requires a great 
man, circumstances make the great man, but England today 
is suffering very severely from lack of leadership. 

“Then the worst part of the situation is,” he added, “that 
Germany, France and Belgium are going into England and 
taking the English home market. They are doing this on 
price. For instance,” he said, “the whole English market 
is flooded with cheap Belgian guns.” 

Poor old England! They have made all kinds of sacri- 
fices. They have paid their bills. They have met their 
obligations. They have stood up for the highest principles 
of merchandising. But now England is fighting the com- 
mercial battle of her long life. 


x* * * * * 


“What about France?” I inquired. To this he replied, 
“Have yo read the recent address made by Mr. E. H. H. 
Simmons, president of the New York Stock Exchange at 
the American Club of Paris, France, on Feb. 22, 1929?” 
He handed me this pamphlet and from this pamphlet, | 
wish to make some extracts, as follows: 


“No major economic event has during the past few 
years possessed a more genuine international significance 
than the splendid and astonishingly rapid financial re- 
covery of France. I happened to be in Paris during 
that feverish and unhealthy July of 1926, when the 
entire French monetary situation seemed in a tragic 
and hopeless state of flux, and when confident pre- 
dictions as to the inevitable and complete collapse of 
the franc were being made. The stabilization of this 
most dangerous situation was so suddenly and effec- 
tively accomplished that it compelled the admiration 
of the world. It was as if a second battle of Verdun 
had occurred, this time in the financial field, and that 
again the French people had resolutely declared, ‘They 
shall not pass!’ 

“Today France finds herself with a gold supply 
which, if I am not mistaken, is second in size only 
to that of the United States, and indeed very nearly 
equal in per capita amount. France has had a great 
boom on the Bourse, as we have also had in America 
upon the New York Stock Exchange, and the best 
French securities today are very generally selling on 
even a lower yield basis than similar American securi- 
ties. France has again become a great international 
leader. with extensive credits even in London and 
New York. This extraordinary financial achievement 
ranks even with the supreme accomplishments of 
France during the war itself. Difficult economic and 
financial problems, of course, still lie ahead, and I by 
no means wish to seem oblivious to them. Neverthe- 
less, it is after all something besides mere American 
optimism that leads me, on the basis of what France 
already has accomplished in the way of financial re- 
cuperation, to foresee no insuperable obstacles in com- 
pleting the latter and less difficult part of her financial 
program. 

(Continued on page 112) 














70 HARDWARE AGE for MARCH 14, 1929 








RESALE PRICES ON FENCE 


New Price Suggestion Plan Expected to 
Clear Up Fence Price Situation 


Contributed 


OME of the prominent fence manufacturers have 

recently made announcement of a new fence selling 

‘plan under which their fences are priced at an 
established minimum resale price for each style for in- 
dividual sales districts, and the merchant’s purchase price 
of fence in that district is a certain discount from the 
suggested resale price. 

This at last places fence in the same category with 
regard to its pricing system as automobiles, radios, elec- 
tric washers, vacuum cleaners, and other such products. 

The suggested resale prices are merely to establish 
the minimum retail price. In some cases, due to local 
conditions, higher prices may be justified, and in such 
cases the merchants are free to make the higher mark-up 
they desire. It should be borne in mind, however, that 
fence is an item that sells in larger units, requires very 
little shelf and display space, is not subject to shelf wear 
as are many other items, does not go out of style, and 
seldom involves delivery costs. Thus fence can be sold 
very profitably at a smaller gross margin of profit than 
many other hardware items. 

Under the old plan the dealer bought fence at the net 
delivered price quoted by the jobber or manufacturer, 
and it was up to the individual dealer to determine how 
much mark-up should be applied to fence. As there 
was no suggested resale prices for the several styles of 
fence, each dealer either made the mark-up that he 
felt he should have, or modified that mark-up to about 
what he thought his competitors would mark the product. 
In some districts fence sold at about the right price— 
in too many districts, at the beginning of the season, 
some one dealer, probably because he had not taken into 
consideration all of his selling costs, did not mark-up 
his fence as much as he should—the other dealers, in 
order to be competitive, met his prices, and thus prac- 
tically all of the fence sold in that community did not 
bear to the merchants their full and proper margin of 
profit. 

This new pricing plan, which has been undertaken by 
some manufacturers in the industry, and when its ad- 
vantages are understood, will likely be adopted by most 
of the other manufacturers, is the most progressive step 
that has been taken in recent years in the merchandising 
of fence. It will correct most fence pricing evils by 
checking them at the source, that is, at the point of 
dealer mark-up. It gives the dealer an established mini- 
mum resale price for every single item of farm and 
poultry fence, and in buying at a discount from that 
price he will know at just what gross margin he is 
handling the item. 

Under the new fence price plan, the country is divided 
into sales districts, these in many cases comprising indi- 
vidual states and throughout that district the resale 
prices are uniform and the dealer’s discount uniform. 
This is quite an important feature of the new plan as 
under the old selling plan each individual town with its 


trading territory was a district in itself, its retail prices 
differing with those of the next town because of local 
competitive factors. This meant that very complicated 
price conditions prevailed everywhere. 

The new pricing plan obviously involves some readjust- 
ment of prices at which dealers buy because throughout 
each district all dealers pay the same net delivered price. 
The new plan, however, represents no immediate price 
advantage to the manufacturer as this, to the manufac- 
turer, represents neither an increase nor a decrease in 
prices. It might well be asked then what are the ad- 
vantages to the manufacturers which prompts them to 
overthrow a long established system of selling fence for 
this newer one? 

The former method of selling fence had many dis- 
advantageous features for the manufacturer. The net 
delivered price to the dealer of fence differed in almost 
every town, and there were frequently different methods 
of figuring the delivered price, the final price ultimately 
being determined by the freight rate from the nearest 
basing point. .This meant a tremendous lot of clerical 
work for the manufacturer in figuring for each indi- 
vidual delivery point, the different freight rates from 
different factories, to finally arrive at the lowest price 
which would apply, and it was impossible for the manu- 
facturer to mail out prices generally. Under the new 
plan, fence manufacturers can mail out in each district 
the established resale prices, quote the proper discounts 
to dealers, and thus inform the entire district simultane- 
ously what the current prices are. 

Comparatively speaking, however, this is one of the 
moderate disadvantages of the old system. The great 
disadvantage of the old system was that in many locali- 
ties dealers had no incentive to influence the increased 
use and sale of fence because the margin of profit in- 
volved did not provide that incentive. Under the new 
plan, the dealer will have a fair and reasonable margin. 
He will be in position to extend certain credit accom- 
modations to his fence customers, and want to sell fence, 
whereas in many previous cases he was not especially 
interested in putting forth effort to increase his volume 
of fence sales. 

It is through giving dealers an incentive to push the 
sale of fence that the manufacturers expect the greatest 
advantage to them of the new plan. They do not doubt 
that this will result in greatly increased volume of fence 
sales, and thus they will make their gains through larger 
volume rather than through higher price. Dealers on 
the other hand will have the double advantages of larger 
volume and larger margin of profit. 

We are on the threshold of an era of extensive fence 
building which is essential to the proper modernizing of 
farm practices, and thus this new selling plan comes at a 
most opportune time. Its success will depend upon the 
support accorded it by the retail merchant. 

















HARDWARE AGE for MARCH 14, 1929 71 








HIS year the word is 

going through the base- 

ball industry “The 
stage is set—make this the 
biggest baseball year!” To 
accomplish this, every dealer 
who is concerned with the distribution of baseball sup- 
plies must help. In order to fully appreciate this goal, 
it is necessary to relate a bit of history: 

In 1924 baseball supply manufacturers realized that 
their trade had come almost to a standstill. The game 
was not progressing. They went to the Amateur Athle- 
tic Association and stated their case. An investigation 
revealed several causes for the stagnation. Building 
expansion had closed ‘many diamonds. An almost total 











Players Are Training! 
ARE YOU? 


It Takes Teamwork and Stability to Win 
Baseball Games; Also to Win Baseball 
Supplies and Equipment Trade 


lack of local leadership 
had. permitted disorgani- 
zation. People apparent- 
ly had tired of the semi- 
professional game. The 
A. A. A. invited the 
American Legion to take over the baseball situation, bas- 
ing the request on the qualities of baseball for citizenship 
building—good sportsmanship, team work and physical 
betterment. 

Dan Sowers, national director of the Americanism 
Committee at the Legion headquarters in Indianapolis, 
Ind., took charge. Local, district, state and national 
competitions were arranged. Lodges, clubs, industrial 
concerns or any other responsible bodies were invited 
to sponsor amateur teams of boys under 17. Last year 
more than 9000 teams and 120,000 boys participated. 
This was made possible through local sponsorship of 
games. The sponsors see that proper equipment is pro- 
vided and paid for, that ground accommodations are 

(Continued on page 117) 
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(GROWNUP QUALITY 


in JUVENILE 


Engineering, Selection of 
Materials and Competent 
Machinery All Contribute 
to More and Better Fun for 


Kiddies 






“ ARVELOUS, just like a real au- 
M tomobile!’’ exclaimed the woman 
who happened to visit an exhibit 

of juvenile vehicles at the same time as the 
writer. Amazement spread over her features when the 


salesman in charge explained that the vehicles she was 


EHICLES 


Just Like a 
Real Auto- 
mobile 


admiring came from an assembly line exactly like that the same ovens that make the fenders of daddy’s car so 


of a real automobile factory ; that the quality of the mate- _lastingly black. 
rial was the same 
as used in 
grown-up cars; 
that in some 
juvenile vehicle 
factories the 
same machines 
stamp the small 
car parts, and 
that the colors 
are baked on in 


Assembling Hook and Ladder Trucks in a Toy 
Maufacturing Plant 





All of these things 
mean safety and a 
lasting vehicle — or 
more and better fun 
—for the boy or girl. 
Fenders, bumpers and 
bodies of sufficient 
strength in these ve- 
hicles avert many a 
bruise for the little 
owners, for there are 
juvenile wrecks that 
are as important ‘in 
the minds of these 
young owners 
as in the adult 
smashes. 

There is still 
romance in the 
production of 
playthings. It is 
the romance of 
the machine age. 
Five years ago 
an efficiency ex- 
pert in the fac- 
tory of the Mur- 
ray Ohio Co. 
was wondering 
what to do with 
the _— general 
‘pieces of scrap 
left from sheets 
of 20 to 22 gage 
auto-body _ steel 
left from mak- 
ing automobile 
bodies. Some- 


























HARDWARE AGE for MARCH 14, 1929 





one suggested mak- 
ing smaller automo- 
bile bodies from it 
and the Steelcraft 
line of juvenile ve- 
hicles was born. 

Juvenile vehicle 
demand starts in the 
late spring and runs 
until the Christmas 
stocks are supplied. 
That fits perfectly 
with the regular auto 
body business, which 
starts about the end 
of the year and is 
practically over for 
the season by late 
spring. This left 
the efficiency man 
free to do about as 
he pleased with the 
factory and its equip- 
ment. New dies 
permitted the use of 
the giant stamping 
machines. The equip- 
ment for cleaning 
sub-assembly _ parts 
and the regular ovens for 
baking the enamel needed 
few changes. The expert workers who had been em- 
ployed making auto bodies all winter were given employ- 
ment as Santa Claus aids during the summer and fall. 
Under this arrangement the production has grown to a 
maximum of 7500 juvenile autos, scooters, trucks, air- 
planes, wheelbarrows and steam shovels a day. 

Scrap from automobile stampings goes from the 
blanking presses to a shear, where the pieces of 
sufficient size are cut off and the remainder goes to the 
baling press. 








Going Through 
the Spray 
Machine 





The heavier stampings, such as frames, hoods and 
body parts for juvenile vehicles and tops for coaster 
wagons, are formed on the same large presses that are 
using in making automobile stampings, thus keeping the 
equipment busy when automobile manufacturing is 
slack. This is supplemented by a number of small 
presses for blanking and forming minor parts. 

Stamped parts for toys all go from the presses to a 
stockroom or clearing house, and from there they are 
delivered to the sub-assembly department. Usually 
there are two or 
more colors on a 
toy vehicle, and 
the parts are sub- 
assembled accord- 
ing to the finish 
they are to have, 
in order that each 
portion may be 
enameled as a unit. 
30th spot welding 
and riveting are 
used in joining the 
individual parts, 
welding being pre- 
ferred. Power riv- 
eting machines of 
the tubular type are 
used. 

The sub-assembly 
units are washed 
in a machine where 
they are first 
sprayed with a 
caustic solution, 
then cleaned and 
dried. Work is car- 
ried through this 
(Cont. on page 112) 
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LAGS are suitable 
for almost any occa- 
sion. The special de- 
mand should come for such holidays as Memorial Day, 
Fourth of July, Labor Day and similar occasions, but 
they are much used for even local gala events, such as 
homecomings, school outings and local celebrations. 
Wherever and whenever there is a parade in honor of a 
worthy individual or event, there is an opportunity for 
the use and sale of flags. 

A recent inquiry indicates that only about 10 per cent 
of the homes of the country are equipped with flags, 
and a very slight percentage of these have sets suitable 
for the proper display. Inquiry among merchants who 
have intelligently marketed flags indicates that they are 
readily sold when properly displayed—say a show window 
exhibiting the various sizes and kinds of flags 
and the holding or display equipment. This win- 
dow should not contain other merchandise. 

Manufacturers tell us that the best flags today 
are made of bunting with sewed stripes and stars. 

Other flags are made with sewed stripes and 
printed stars and sometimes with printed stripes. 
The printed flags require much less labor in the 
making, thus reducing the price, and are much 
used for mass parades and similar occasions when 
they are not likely to be well cared for. 

Formerly all better grade flags were made of 
wool bunting but recently a fast color cotton 
bunting has been perfected which gives a better 
appearance and longer service than the wool. 
One distinct advantage of the cotton bunting is 
that moths do not destroy it, and formerly moths 
destroyed many more wool flags than were worn 
out. 

The Government has a standard silk flag that 
is favored by lodges and similar bodies. A very 
high quality of 
unweighted silk 
(superior to any 
dress silk) is 
required, with 
superior dyes, 
which lasts 
almost indefi- 
nitely. Such 
flags should be 
rolled; never 





FLAGS ae 
Holiday Merchandise 


An inquiry indicates that only 

ten per cent of homes are 

equipped for any suitable 
flag display 











folded. A popular size 
for lodge and parade flags 
is 4 1/3 x 5% ft. with 2 
in. yellow silk fringe and 8 in. tassels and, for mounting, 
a 9 ft. ash banner pole with 7 in. solid brass eagle mount: 
ing. A stand in keeping with the flag and mounting is 
imperative. All flag poles and banners today are jointed. 
In a good many States flag equipment is legally required 
as a part of lodge hall furnishings. 

Lawn, window and table sets should be excellent sell- 
ers if properly displayed. By the use of the various flag 
sets an excellent window display can be arranged, but 
under no condition should other merchandise be mixed 
with such a display. It is contrary to flag regulations 
and in very bad taste to use flags to promote other mer- 
chandise sales. 

It should always be kept in mind that the flag 
of the country is a representative symbol and 
should be treated with respect, and reverence. 
On Memorial Day morning, the flag should be 
raised to the top of the mast, then lowered to 
half mast where it stays until noon. It is then 
raised to the top of the mast where it flies until 
sun set. 

One manufacturer advocates that poles for 
flags should be lacquered robin egg blue. He fa- 
vors this color as best to aid the display of the 
flag and lacquer as the paint most unlikely to 
suffer in the use given and easily cleaned. Most 
manufacturers have prepared selling instructions 
which suggest the size and kind of flag suitable 
for various occasions; explain why some small 
flags cost more than large ones of other manufac- 
ture ; suggest many uses for the various sets, and 
explain flag etiquet. Every dealer should obtain 
such a book from the manufacturer of the line 
he sells and have each salesperson in the store 
read it. We believe the salespeople will be glad 
to read it. 

Salespersons can be of great help in further- 
ing the movement for intelligent use of the flags. 
When selling a flag, it is not difficult to say a 
word or two about when and how to properly 
display it. Rules for proper display can be,ob- 
tained from patriotic s6cieties and manufactifers; 

With several national patriotic holidays in the 
offing, the dealer should prepare now for busi- 
ness which may rightfully be his. 
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Every Spring Brings 


NEW GOLFERS 


The Old Ones All Stick to the Ancient and Honorable Game, 
So There Are More Players Requiring Supplies 


HERE are more professional golf players in this 

country than professional baseball players. This 

is merely an indication as to the extent this sport 
has gripped the American public. The equipping of this 
army of players each spring is a considerable enterprise. 
Of course, many players follow their “game” all winter. 
In that respect golf differs from baseball. Some of the 
winter players go South and some play on frozen home 
fields. Some even venture out on light snow. 

These winter players are real devotees of the game and 
not the average player. The great mass of golfers put 
away their clubs when frost comes and go in for foot- 
ball, basketball, hockey, bowling and other winter sports 
until spring again brings them to thoughts of the links. 
Then comes the annual rush for new clubs, balls, tees, 
bags, shoes and other equipment. The merchant who is 
going to win in the race for sales must do a little indoor 
swinging and putting to be ready for the opening. 


In 1910 50 per cent of the golf equipment used in this 
country was imported. Then the American manufac- 
turers struck their pace and began turning out desirable 
golf equipment and in 1928 only about 10 per cent of the 
equipment came from abroad. 

We have no definite figures as to the amount of goods 
sold by club professionals, but we venture the assertion 
that the professional is selling a much smaller percentage 
of the equipment now than he 
did a few years ago. In the 
main, makers have ceased to give 
exclusive distribution to profes- 
sionals but seek dealer outlets. 
In numerous cases, the profes- 
sional now represents a_ local 
dealer by carrying a selection 
from the dealer’s stock. 





Golf players, in the main, are sticklers for quality 
and the merchant who goes into this business may profit 
by that fact, and one cannot do the best job of selling 
supplies unless he be in touch with the game. Imagine 
a non-golfer handing a club to a veteran of the links and 
saying fondly : 

“Just get the balance and swing of this club.” 


The business side of golf is well developed. There 
are fifty-one manufacturers of clubs and 11 manufac- 
turers of balls. The thing to do is to select for your 
stock quality brands of clubs and balls and make the 
quality of this line the feature of your publicity; keep 
profit in all prices, and build slowly toward volume while 
making a profit on every item. 

There is a wide range of selection of every kind of 
golf merchandise. About 50 firms manufacture bags, 
13 make scoring devices, 44 clothing and 42 make pat- 
ented tees. 

Golf equipment is said to be the largest item in the 
sporting goods line. Today there is hardly any town too 
small to support a course. Country clubs have sprung 
up in communities where it is easier to find the club than 
the town. In and around the larger cities the park 
commissioners are distracted 
trying to provide accommo- 
dations for the army of golf- 
ers that swarm to public links 
on week-ends. 

Within the next few weeks 
an army of golfers will be 
shouldering clubs for the an- 
nual storming of the links. 
Are they leaving a legitimate 
share of dollars in your cash 
register ? 
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parents and a couple of juniors, pulled into the 

forest on Licking Creek, where the writer camped 
and fished last summer. They had their trim tent in 
place and camp in shape in short order—evidence of the 
experienced outdoor family. 

“T’m in the hardware business down in Brightfonte,” 
explained our new camping and fishing neighbor, “and 
now take my fishing and hunting trips regularly. 
Not so long ago I was dead sure everything would 
go to the dogs the minute I stepped out of the 
store, but the boys keep the business in 
high gear when the boss hikes out, 
and when I get home I find everything 
fine. They’re tickled to death to show 
the old man that they can run the 
business when he’s away. 

“Then, when I pull in with a good 
catch of trout or a nice buck on the 
running board, they hustle up a win- 
dow display of my fish or game, and 
about everyone in town talks about me 
—and that’s good advertising. A few 
days on a lake or stream or on the 
game trails, and I’m ready to turn the 
old store upside down. 


A CAR laden with a camping outfit and containing 





“Health gained outdoors is the only 
medicine I need. These trips don’t cost 
me a cent, for the extra energy speeds 
up the cash register, and the family 
saves more in doctor bills when the 
year rolls around than our vacation 
costs. 

“But this isn’t all. Our sporting goods business has 
come to be an important and profitable one. To sell 
camping goods, tackle, guns, canoes and all the other 
things that sportsmen and vacationists buy, one must 
know a lot more about these goods than you learn 
behind the counter. 

“On these trips I am always trying out the new 
things, and when a customer drops in I can not only tell 
him what the manufacturers say and guarantee, but also 
what my stock will do in actual use, adding my own 
warranty to that of the manufacturers of the reliable 
and well-known lines we carry. 

“You can spot a tenderfoot in a store or out of doors, 
can’t you? And it’s that way with all outdoorsmen. They 


Mol 






gy hy 




























like to associate with and buy from those who can talk 
their lingo. This is another way I cash in on my vaca- 
tions. All the seasoned sportsmen around town make 
my store their headquarters, and are welcome whether 
they buy or not. 


“Of course, there are hundreds of new ones, and some 
of these do at first shop around for cut-rate goods, but 
sooner or later they mention their plans to some ex- 
ve. pericnced outdoorsman, who points out the advan- 
tages of high - grade 
wy ah merchandise for out- 
ff ea door trips. The so- 
| . called cheap tent is 
) likely to leak like a 
sieve about the first 
time it is put to the 
test; cheap tackle 
loses the big fish, and 
the cut-rate gun usu- 
ally fails when you 
sight game.” 






T’S been a long 

up-hill pull to 
get to the place 
where I can lose 
myself in the 
woods and not 
worry about 
business 





This Hardware 
CATCHES FISH}, 
~ On the Same Trip} 


s Fa et — a 
Piss See ee 









| 





e| Dealer 


i] AND BUSINESS 


He Learns the Sales Talk That Builds Trade 
While Wading Streams and Carrying a 
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Gun on Family Camping Tours 


About that time there was an 
interruption in the interesting re- 
marks of our sporting goods 
dealer, for he hooked a whop- 
ping brown trout, and for the 
next ten minutes gave an expert 


demonstration of the playing and UV 


landing this aquatic aristocrat. 

Here he proved that he knew his tackle in ac- 
tual use as well as behind the counter, frequently repeat- 
ing the exhibition of élite trout fishing. There was no 
lack of brain food that evening in either of our camps. 


“Tt’s been a long uphill pull,” he resumed, “to get to 
the place where I can lose myself back in the woods and 
not worry a bit about business. 

“They're real good people down in Brightfonte, and 
now when a stranger asks about roads, fishing, hunting 
or other outdoor attractions most people say, “Just go 
up to the Elite Hardware Store and see Jack Outer. He'll 
tell you anything you want to know, and what he says 
will be gospel truth.” 

We turned in, but it seemed only a few minutes until 
we were awakened by a bird concert, a pleasing substi- 
tute for the alarm clock, and it’s a good bet that our 
fishing-sporting goods man never even dreamed about 
the store and business down in Brightfonte. 

In a couple of days the camping party pulled stakes, 
and we accepted an invitation to stop in at Brightfonte 
on the way down. We saw 
the window displays of fish, 
saw our busy companion 
demonstrate a tent in the 
store and the clerks selling 
efficiently. 

When our friend got time 
we were shown the town, the 
auto club, the auto camp, 
and we lunched at the Rotary 
Club. This progressive aver- 
age town hardware man made 
a talk about building a bun- 
galow annex to the local tour- 
ist camp, and put down his 
subscription for Old Boys’ 
Week, which was then being 
arranged as a community cel- 
ebration. Back at the store, 
he lapsed into his favorite 








topic “Catering to the 
Outdoorsman.” 

“One thing we are par- 
ticular about,” he said, 
“is cautioning buyers to 
read the booklets and 
tags on articles carefully, and to follow 

directions. Most of our trouble comes 

from outdoor equipment improperly used. 
We tell the buyer of almost any article to lay away the 
directions and have them handy for rereading when on 
the trip, for this often brings out some point forgotten 
or overlooked. 

“T note carefully the tents, camping outfits, tackle and 
guns used by others whom I meet. In this way I pick 
up many good selling novelties and save tying up money 
in stock which sticks to the shelves.”’ 

These are only a few of the notes from memory of 
that optimist hardware man. It all began when we both 
said “Howdy,” one one of the many Licking Creeks and 
on any of which you may meet, in season, his prototype. 


| Sgr soon gained as a sportsman, as indicated 
in the illustrations herewith, have made this hard- 


ware man better able to merchandise his _ wares. 


Sportsmen like to associate with and buy from those who 
can talk their lingo, and they part with cash more 
readily if the merchant knows what he is talking about 
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Stroke Saver Clubs for Putting 


An innovation in golf club manufacture 
is being brought about through the recent 
introduction of “Stroke Saver” clubs by 
The Beckley-Ralston Co., 42 West Twen- 
ty-second Street, Chicago, III. 

W. L. Beckley, president of the or- 
ganization, had for several years observed 
the advantage of a short hold on a putter. 
Being an ardent golfer, he realized that 
it brought the player closer to the ball 
and seemed to add compactness to the 





stroke. Not finding any clubs on the mar- 
ket which met with his satisfaction in 
regard to being used with a shorter shaft 
or a shorter hold, he set about to design 
a set of clubs to be used on or near the 
green. The “Stroke Saver” clubs are the 
result. 

These clubs are perfectly balanced and 
played alike. A set consists of a putter, 
cleek, chipper and niblick, designed to sell 
singly or in sets of three or four clubs. 
All have steel shafts and a square, taper- 
ing grip which induces accuracy, encour- 
ages relaxation of the hands and devel- 
ops touch. 

The putter has a short steel shaft and a 
heavy nickel silver head. The extra long 
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tapering grip is made of genuine calfskin 
leather. The approach cleek is for use on 
long putts on a heavy green or for ap- 
proaching from a short distance off the 
green. There is just enough loft to lift 
the ball over the sand to the grassy bank 
of the green. The chipper is almost with- 
out a sole, permitting the face to extend 
well under the ball. It has a chrcmium 
plated head and steel shaft. The niblick 
also has the short tapering grip and is 
standard length over all, 34 in. It may 
also be had in a ladies’ model. 

The illustrations show the new display 
stand, designed to attract golfers and sell 





clubs. The matched set of “Stroke Sav- 
ers” in a canvas roll case is also shown, 
together with an illustration of the vari- 
ous “Stroke Saver” club heads. 


White’s “White Ace” Plane 


The “White Ace” plane, manufactured 
by H. C. White Co., North Bennington, 
Vt., is propelled by pedals or one-piece 
cranks which turn in ball bearings. This 
juvenile vehicle is very light considering 
its size, and being equipped with ball and 
roller bearings throughout, it rolls easily 
and a good speed can be obtained by a 
small child. 

The manufacturer states that the “White 
Ace” can be turned around on an ordinary 
sidewalk. There is a red wing, rudder 
planes and wheels, while the body is fin- 
ished in aluminum bronze. There are 
attractive star and number decorations. 
The steering post is of bright nickel and 





the propeller is three-ply, natural varnish 
finish. 

Length of vehicle, 36 in.; width across 
wings, 26 in., and height, 21 in. Packed 
individually, weighing 16 Ib. 


A Flat Pitching Horseshoe 


Production of a new type, flat-pitching 
shoe, known as “The Champion,” has been 





announced by Octigan Forge & Manufac- 
turing Co., Twenty-fifth Street and Lowe 
Avenue, Chicago, Ill. The new shoe is 
made of drop-forged steel, as is the old- 
type shoe produced by the company. Their 
old line will be continued to meet the de- 
mand for rounded type shoes. 

Another iripovation jn pitching shoes 
will soon be Offered- to fhe trade in the 
“De Luxe,” also a™flat-type shoe, but 
made of drop-forged, chromium-plated 
steel. Each pair of “De Luxe” shoes will 
be supplied in attractive leather carrying 
cases, which should appeal to pitching fans 
seeking the latest refinements in high- 
grade pitching shoes. 





A Silk Casting Line Assortment 


G. H. Mansfield & Co., Inc., Canton, 
Mass., is now producing the “Bait Sport” 
silk casting line assortment, which pro- 





vides the most particular fisherman with 
a choice of a variety of lines. 

In the assortment are two spools of 
black line put up on white enameled 
spools, two spools black and white line 
put up on black enameled spools, and two 
spools mottled line put up on red enam- 
eled spools. The assortment is packed 
six spools of 50 yards each, two connected, 
in new style three-color display package. 

The manufacturer states that “Bait 
Sport” lines keep drier, reduce backlash, 
make casting sweeter, give longer wear, 
and encourage true economy. 


New Tool Chests for Boys 


The Stanley Rule & Level Plant, New 
Britain, Conn., is now offering a new line 
of tool chests in color. These chests are 
built, for the toy trade. They are designed 





primarily for boys and offer very fine tools 
for the home workshop. 

Three numbers are offered. No. 877 con- 
tains 18 tools and is a lacquered chest of 
bright red color; No. 876, containing 17 
tools, and No. 875, containing 23 tools, are 
lacquered in bright blue and yellow and 
are careful reproductions of real car- 
penters’ chests. 

The feature of these sets is that the 
tools are of high quality, not toys, allow- 
ing boys to do really constructive work. 
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SOUTHERN CALIFORNIA DEALERS 
Hold Twelfth Annual Convention 


HE Twelfth Annual Convention | 
and Hardware Exhibition of the 


Southern California Retail Hard- 
ware Association held in Los Angeles, 
Feb, 20, 21 and 22 was voted to be the 
most helpful and interesting meeting 
ever held by this organization. 

C. E. Lehmer, Alhambra, formerly 
vice-president, was elected to the presi- 
dency. E. L. Harter, Los Angeles, 
and George W. Green, Long Beach, 
were elected vice-presidents. H. L. 
Boyd was reelected secretary-treasurer. 

Much credit was given to Mr. Boyd 
for the splendid way in which the con- 
vention and exhibition were handled. 
Wallace Moody, San Diego, conducted 
the convention singing and made quite 
a hit with the dealers. The outstand- 
ing feature of the convention was the 
lack of special orators and _ speakers. 
The main: subjects were presented by 
dealers and then discussed in open 
forum. 


Profit Program Followed 


The first day’s session had for its 
subject, “Buying for Profit,” and on 
the second day attention was directed 
to “Operating for Profit” and on the 
third day “Planning for Profit’ was 
the theme. 

President F. E. Hendershot, Pasa- 
dena, opened the first session by say- 
ing that unless merchants apply to their 
businesses the things which they learn 
at conventions, there would be no 
change for the better in their respec- 
tive situations. He pointed out that the 
many profitable suggestions made on 
the floor were not for the fellow sitting 
alongside but for each one present. 

Due to the great loss and waste in 
present-day business, Mr. Hendershot 
said merchants not only find it advan- 
tageous but necessary to talk things 
over. He emphasized the three phases 
of the convention program, so that 
every dealer would become acquainted 
with the three most important things 
in his business. 

H. L. Boyd, secretary-treasurer, then 
made his annual report. He reviewed 
the conditions making the past year a 
strenuous one for southern California 
retailers, Attention was called to work 


the association had done with legisla- 





tive bodies in preventing passing of 
business control systems established, | 
laws and ordinances which would have | 
been harmful to the trade. | 

Although a great many stores have 
been modernized during the year and 
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Mr. Boyd felt the surface had not yet 
been scratched. 

Howard P. Meyer, El Centro was 
the first scheduled dealer speaker. His 
subject, “Merchandise Selection,” was 
of prime interest to the large body of 
dealers present. Mr. Meyer explained 
low his own company, The Imperial 
Valley Hardware Co., operated nine 
stores and obligated themselves to be 
“Purchasing Agents for the Commu- 
nity,” so they were very careful to 
have in stock the items demanded by 
the community. 

Mr. Meyer stated the salespeople 
were nearly always consulted when 
making up orders and quantities were 
determined largely by what the sales- 
people could sell. 

This business is controlled by a defi- 
nite program made out one season 
ahead. In other words, the merchan- 
dising plans are all made considerably 
ahead of the season, then when the 
season arrives everything is ready to 
be handled in an orderly fashion. 





Dealers were especially interested in 


learning how this large organization 
had reduced their stock by eliminating 
a great many sizes of such items as 
screws and enamelware, For instance, 
the screw inventory was cut in halt 
by stocking only the even sizes and 
certain slow selling sizes of pots and 
pans were eliminated. It was found 
the average customer could ade- 
quately served. 


be 


“Concentration of Buying” 


Fred M. Gazlay, San Diego, handled 
the question of concentration of buying. 
He urged dealers to confine their pur- 
chases to as small a number of houses 
as possible. He said jobbers were now 
in a position to give better service and 
also could supply many more items than 
formerly. Dealers were urged to dis- 
count all bills because of the tremen- 
dous saving it effected in the business. 
It was urged that all city bills be dis- 
counted promptly because it would 
strengthen local credit relations. 

C. E. Lehmer, vice-president and 
president-elect, ably discussed the ques- 
tion of securing adequate margins. He 
pointed out that oil stations in south- 
ern California were selling fishing 
tackle and sporting goods. He believes 
that hardware dealers can do consider- 
able’ to correct this situation by taking 
the matter up with their wholesalers 
and manufacturers. Mr, Lehmer says 
when he finds out one of the catalog 
houses is making a specialty of some 
item, he always sees that these goods 
are moved up prominently in the store 
and plainly priced, and if necessary, 
sells at cost to meet this competition 
because of the fine work this does in 
combating the impression given by 
catalog houses that retail dealers are 
“high priced.” 

It is Mr. Lehmer’s opinion, and it is 
felt that most merchants agree with 
him, that the methods used by catalog 
houses tend to make the average con- 
sumer feel that his local merchant is 
getting too much for his merchandise. 

He brought out how standard brands 
of saws, ammunition, guns, etc., are 
“bootlegged” into the catalog houses so 
the average consumer would feel that 
the catalog merchandise was of the 
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same quality and standard as could be 
secured from local merchants. 

There was considerable discussion on 
the floor about securing adequate mar- 
gins and meeting catalog house com- 
petition. 


Teamwork with Suppliers 


Jay Schulte, Pasadena, next dis- 
cussed “Teamwork with Suppliers.” 
He stated it was a bad practice to cut 
out practically all profits on builders’ 
hardware bids merely to get the busi- 
ness; merchants were urged to read 
their trade papers for profit-making 
ideas and to use territorial jobbers ; also 
to build business with farmers. 

In other words, it was felt dealers 
should reciprocate the efforts of sup- 
pliers who assist in meeting competi- 
tion by favoring them with all busi- 
ness possible. They were urged to 
carry out such plans as these suppliers 
suggest for winning trade that has 
been lost through better prices, even 
if adherence to such plans might in- 
fluence selling merchandise at lower 
prices than the retailer believes it will 
bring. 

John B. Rogers, author, Mathematics 
of Scientific Merchandising, then urged 
dealers to maintain some sort of stock 
control which will reveal obsolete or 
slow-moving merchandise and permit 
orders to be placed upon the basis of 
experience rather than intuition or 
guesswork. 


H. P. Sheets Closes Session 


The close of this first session was 
placed under the control of H. P. 
Sheets, managing director of N. R. 
H. A., who maintained that “Henry 
Brown, the Hardware Dealer,” has 
awakened and is now thinking in terms 
of fundamentals. He says the four 
fundamentals in business today are 
Right Merchandise, Right Quantities, 
Right Time, Right Price. Mr. Sheets 
said price is not of greatest importance 
as the merchant must buy merchandise 
which will sell. There is not reason 
for buying if the sale cannot be han- 
dled profitably. Furthermore, a dealer 
must make his purchases with a very 
definite knowledge of what the commu- 
nity actually needs, and wants. 

The importance of maintaining con- 
trol records was stressed because these 
records would indicate the right mer- 
chandise to buy. 

The theme for the second session, 
“Operating for Profit,” brought out a 
lively discussion and many profitable 
points from the large audience. 

George W. Green, Long Beach, the 
new vice-president, gave one of the 
most interesting talks of the conven- 
tion—‘Increased Effort on Profitable 
Lines.” He pointed out that profits had 





dwindled in the last two years so the 
margin had to be marked up more than 
one-third on costs. He stated that the 
average person had only so much en- 
ergy which he could expend, conse- 
quently it should be directed to lines 
which carried more margin or showed 
a greater profit return. 

Mr. Green stated, in his store there 
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were over 80 open-top display tables 
and they featured this merchandise be- 
cause it allowed a good margin of 
profit. Also such items as lawn 
mowers, vacuum cleaners, electrical ap- 
pliances, stoves and ranges. He urged 
liberal advertising programs and a defi- 
nite budget control. 

Demonstrators of electrical appli- 
ances and other household equipment 
were urged. Mr. Green said after one 
of these demonstrators had visited the 
store the salespeople had learned a great 
deal which enabled them to push these 
lines more successfully and profitably. 

It was interesting to hear not only 
in Mr. Green’s talk, but others, that 
the time payment plan of selling had 
proved extremely profitable in South- 
ern California. It was pointed out 
that the interest to be made on these 
sales often equalled 26 per cent a year. 


E. L. Harter on Price 
Merchandising 


Another high light of the second 
session was the talk made by E. L. 
Harter, Hollywood dealer. Mr. Harter 
was made vice-president of the asso- 
ciation at its next session, 

He discussed “Price Merchandising” 
and urged dealers to secure a fair price, 
devoting their sales efforts to those lines 
having a good mark-up. He said deal- 
ers should have the courage to insist 
on the right price and to stand by it. 
He pointed out the advantage of open- 








table displays and said enthusiastic 
salespeople played a very important part 
in building trade. 

The question of basing a salesman’s 
salary on the basis of his sales was 
very ably discussed by T. M. George, 
Santa Barbara dealer. He maintained 
you do not get good clerks unless you 
pay good salaries. It has been his pol- 
icy to pay just a little more than any- 
one else. Mr. George claims that the 
“cheap clerk” will not take any respon- 
sibility. He keeps sales records and 
insists that all of his people sell enough 
to more than earn their salaries. 

In the general discussion which fol- 
lowed one dealer said he had followed 
this plan of securing high-priced sales- 
people and now had five salesmen in 
his employ who were making over $50 
per week and this force was handling 
more business than twice that number 
of ordinary clerks. 

“Reducing Delivery Expense” was 
handled by L. T. Hammersley, a Puente 
and Whittier dealer. He pointed out 
that deliveries were expensive and 
could be cut to the minimum. Con- 
siderable saving had been effected in 
their own stores by having only two 
regular deliveries a day. When a cus- 
tomer came in and made a purchase, 
the goods are immediately wrapped for 
carrying and if the package is large 
the customer is asked if they do not 
want it placed in their automobile. In 
other words, nothing is said about de- 
livering the goods but of course if 
delivery is requested, they are equipped 
to provide this service. 

A Definite Credit Policy 

Having a definite credit policy was 
outlined by Harrison Crawford, man- 
ager of the Hollywood Credit Associa- 
tion. He pointed out that 90 per cent 
of the retail stores do a credit business 
and that the best customers are those 
who are used to credit. He urged 
dealers to make it easy for their cus- 
tomers to open accounts but to get all 
of the essential credit information 
needed when that account is opened, 
as this saves considerable embarrass- 
ment and readjustment later. 

Mr. Crawford spoke of a new term 
being applied to retailers as “Mer- 
chantor.” It was hoped that this term 
would apply to, the better merchants 
just as “Realtor” is applied to the bet- 
ter real estate people. 

The closing address was delivered by 
George M. Gray, Coshocton, Ohio, past- 
president of the National Retail Hard- 
ware Association. Mr. Gray has been 
delivering addresses at a number of 
meetings this year and brought a great 
many interesting things to the southern 
California retailers. He emphasized 
the fact that luxuries of a few years 
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ago are now necessities and during this 
period of rapid change many people 
have not kept in step. He said: “You 
can't stay in business on the old basis, 
and if you are more anxious for volume 
than profit, you can easily make a 
failure.” 

Mr. Gray feels that much of the 
unhappy condition at the present time 
in the trade is due to lack of definite 
merchandise plans. We have increased 
in a very few years from the age of 
ten miles an hour to that of 200 and 
while merchandising has not increased 
that fast, it has been moving at a very 
sharp pace, requiring alertness by every 
wide-awake dealer. 

H. E. Reeve, Torrence, opened the 
third session of the convention with 
a talk on better merchandising display. 

According to his statement, the secret 
of retail selling lies in the simple matter 
of putting merchandise where it can 
be seen. He advocates pricing every- 
thing, keeping the bins filled, arranging 
the goods neatly in order, cleaning 
house often and putting all merchandise 
on display. 

Mr. Reeve says that a customer’s 
first mental reaction when he sees mer- 
chandise is, “Do I want it?” His sec- 


) 


}ond thought is, “How much will it 
| cost?” For this latter reason dealers 
were urged to see that everything is 
plainly priced, preferably by means of 
sale tickets. He pointed out a very 
interesting fact which dealers have 
never looked at in quite that fashion 
before. He said on ten tables, each 
table having thirty-five compartments, 
you could display 350 different items 
and if these were properly priced the 
customer would have 350 questions as 
to the stock answered at once. 

He further cautioned dealers to keep 
their display counters well filled up be- 
cause people do not like to take the 
last item, as they sometimes feel it is 
not desirable merchandise or “the 
leavings.” 


Installment Selling Discussed 


Homer F. Larkin, Orange, discussed 
the question of installment selling. Mr. 
Larkin has had a great deal of ex- 
perience in this line and has found the 
method very successful. He told deal- 
ers they were overlooking a good bet 
by not encouraging customers to buy 
paint on the installment plan. He 
claims that in a great many districts 


1S 





of the country the average consumer 





is on a budget basis and if the hardware 
dealer’s name is not on that budget, 
he is not apt to get any of the business. 

By this he meant that a great deal 
of home equipment, furniture, etc., is 
being sold today on the installment plan 
and if the hardware dealer is not com- 
peting for this kind of business, he 
would lose out, not only on the larger 
items but on smaller cash business. The 
average consumer is fairly well tied up 
for six to eight months on installments 
and it is not possible for him to buy 
further unless he does on the in- 
stallment plan. 

John R. Westbrook, Riverside, gave 
a very interesting discussion on ‘Price 
vs. Quality.” He pointed out how the 
chain stores specialized, while the in- 
dependent stores generalized. 

The average retail hardware mer- 
chant puts about 65 per cent of his 
sales through his books and averages 
about one-quarter of one per cent loss. 
Mr. Westbrook said that all goods pur- 
chased under 40 per cent discount from 
list will not show adequate profit and it 
is therefore necessary to arrive at a bal- 
ance in buying which would show as 
much over this as _ possible. 

(Continued on page 116) 
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Tritch Hardware Shows Lincolnian Display 


An exact reproduction of the -stove used by Abraham Lincoln 
in the sitting room of his Springfield, Ohio, home was the 
central feature in the Lincolnian window display arranged by 
Mr. Shattuck of The Tritch Hardware Co., of 
In the left foreground is a picture of Mrs. Armstrong, the 
mother of Duff Armstrong, the boy who was cleared by Lincoln 


of a murder charge by proving through 


Denver, Col. 


the almanac that it 





was by the dark of the moon instead of the light of the 
moon, as sworn to by the principal prosecuting witness. 

The bronze plaque at the right of the stove is considered to 
be an excellent piece of work and in front of the stove is a 
reproduction of the cabin where Lincoln was born. 
foreground is a framed piece of wood taken from one of 
the logs of the Lincoln cabin. 


In the 
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NortH Daxota’s ConvENTION 
Attended by More than 200 Dealers 


ORE than two hundred hard- 
M ware men from all parts of 

the State attended the sessions 
of the North Dakota Retail Hardware 
Association’s thirty-third annual con- 
vention, held in the Elks’ Home, James- 
town, on Feb. 12, 13 and 14. The nine- 
teenth annual hardware exhibit was 
held in conjunction with the conven- 
tion in the National Guard Armory. 
It is reported that all the exhibit 
space had been sold and exhibitors 
were well satisfied with the amount of 
business transacted. 





On Tuesday afternoon, Feb. 12, at | 
1.30 p. m. the opening session was | 


called to order by President A. J. Cole 
of Lisbon. 
by W. A. Meddaugh of Westhope, the 
president’s annual message was read. 


The President’s Address 


Following the singing led | 


President Cole thanked the members | 


for their loyal support during the past 
year and asked for continued coopera- 
tion. He reviewed briefly the sub- 
ject to be discussed at the convention 
and told of the need for concentrated 
action on the part of retail dealers to 
meet the various forms of competition. 
He announced that the theme for the 
first session would be “Buying for 
Profit.” In his keynote talk on this 
subject, the president said in part: 
“Henry Brown, in the role of pur- 
chasing agent for his community, has 
overlooked these necessary factors— 
investment necessary, probable profit, 
suitability of lines to his locality and 
probable sales. “What people want to- 
day’ should be the dominant principle 
guiding buyers in their merchandise 
selection. 

“Henry Brown has held aloof from 
his competitors while he should have 
familiarized himself with their lines 
and prices, so that he can buy and 
sell on a par with them. Henry has 
not purchased as wisely as he should, 
he has had too many sources of supply. 
His purchases should be been concen- 
trated, and he should have discounted 
more bills.” 

Following the president’s talk, E. L. 
Garden of Souris was asked to say 
a few words on the subject, “Merchan- 





dise Selection.” He advised careful 
selection of all stock, so that it would 
be quickly moved from shelves. The 
speaker advocated the taking on of 
new lines if a definite demand for new 
merchandise seemed to exist in the 
community. “Merchants are expected 
to be better posted as to new goods 
and should be able to tell customers 
what is new. Stock should be checked 
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frequently to see that it is the right 
kind and quantity,” concluded the 
speaker. 

“Competitive Offerings” was the 
subject assigned to A. E. Dunphy of 
Ellendale. He drew his conclusions 
from conditions existing in the sale 
of paint in retail stores and in mail 
order establishments. 

H. I. Ulvick of Aneta then spoke on 
“Buying Concentration.” In part he 
said, “If the merchant can increase 
the size of his orders and modify his 
desire for variety, the price he pays 
for merchandise will grow gradually 
less automatically. This thought seems 
to have the approval of a growing num- 
ber of wholesalers and manufacturers 
and is being put into effect by many 
who have worked out schedules, by 
which Henry Brown is entitled to an 
additional discount on a given amount 
of business.” 2 The speaker advocated 








discounting all bills, urged quantity 
buying and suggested it a good policy 
to become acquainted with the men 
in charge of the source of supply. 

“Adequate Margins” was _ ably 
handled by A. O. Gunnerud of Silva. 
He advised frequent inventory to help 
determine margins and said that re- 
tailers could secure aid by notifying 
jobbers of competitive prices and 
showing these jobbers the retailers’ cost 
and the selling price necessary to ade- 
quate margin. 


A. A. Lane a Teamwork 


“Henry Brown has scattered his pur- 
chases over too large a field,” said A. A. 
Lane of Sherwood, in speaking of 
“Teamwork with Suppliers.” “We 
should be frank with our jobbers and 
tell them our problems, tell them our 
prices at which we must buy and sell 
certain goods in order to meet competi- 
tion and,we must keep posted on com- 
petitors’ prices and methods.” 

The last talk on the session theme 
was delivered by G. W. Stevenson of 
Jamestown who discussed “Merchan- 
dise Movement.” In part he said, 
“Stock control is vitally necessary. It 
may be controlled in several different 
ways. Some merchants use a stock 
card system by which a record of stock 
is kept in the different departments. 
Others use a special system of shelving 
and limiting the space for each item 
carried. Whatever method is thought 
best to use, adopt that method, but 
use some system, if you desire to suc- 
ceed in the months to come.” The 
speaker said that Henry Brown does 
not seem to understand the new type 
of consumer who gives desire prece- 
dence over need and dictates the pur- 
chase of luxuries frequently to the neg- 
lect of necessities. 


Harold W. Bervig Summarizes 
Session 
The summarizing address of the ses- 
sion was delivered by Harold W. Ber- 
vig of the N. R. H. A. store manage- 
ment service. 


Wednesday’s session was opened 


‘with a kéynote talk by President Cole 


on the theme ‘of the day, “Operating 
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for Profit.” In the course of his talk 
he said, “Henry Brown has tried to 
meet cut prices of his competitors on 
his quality merchandise, forgetting that 
price can never compete with quality. 
He has not concentrated his efforts on 
the goods where margin was adequate, 
nor on his better goods. He has not 
had the courage to ask the price he 
knew he should get on certain items.” 

The president then spoke of delivery 
expense, the productivity of employees, 
and the question of credits. 

The first member-speaker was D. E. 
Vowles of Tower City, who spoke on 
“Narrowing Margins.” In part he 
said: “One of the most serious situa- 
tions that Henry Brown faces today 
is narrowing margins. Expenses seem 
to be constantly increasing and no in- 
crease can be taken care of by an in- 
creased selling price. More display 
and sales effort must be made. Kitchen 
utensils and household articles should 
be well displayed at all times. Cutlery 
too should receive special attention as 
the mark-up on many items is very 
good. Watch the items which have 
a good turn-over and have a good mar- 
gin of profit,” concluded the speaker. 
C. C. Jensen, speaking on “Pricing 
Merchandise,” said, “Every locality 
seems to have its own price range, de- 
pending very largely on local competi- 
tion. Freight must always be taken 
into consideration. All goods should 
be displayed and priced clearly so that 
the customer need not ask the price 
when inspecting an article.” 


Employee Reduction 


Emanuel Hertz of New Leipzig was 
the next speaker at this session. In 
his talk on “Employee Reduction” he 
told how he rises at 5.30 a. m. and 
goes out into the country for several 
hours of house-to-house canvassing 
with his automobile. He said that he 
takes samples of his merchandise to 
help in the order-taking. He goes 
back to his store and is there for the 
busy hours of the day. In this manner, 
he stated that he had made an attrac- 
tive profit on his business. 

The next speaker was W. W. Senger 
of Granville. Discussing “Individual 
Sales” this speaker said it was best 
to keep a sales record of each indi- 
vidual employed. In this way it is 
possible to determine whether em- 
ployees are selling enough merchandise 
to make themselves worth while. He 
also advocated paying employees on a 
percentage basis. “Advance Planning” 
was the topic assigned to H. B. Fer- 
guson of Bottineau. He claimed that 
advance planning eliminated lost mo- 
tion and idle time which increases 
salary expense by requiring more peo- 
ple than are actually necessary. He 





advocated the need of dividing respon- 
sibility among employees and sug- 
gested many things employees could 
do in slack periods, including outside 
selling, re-arranging stock, preparing 
displays, etc. “Salesmanship Training” 
was the topic discussed by C. L. Jarrell 
of Bismarck. He emphasized the value 
of a well informed salesman, saying 
that the outstanding necessary qualifi- 
cations of a successful salesman were 





C. N. BARNES 
Secretary 


intelligence, industry and information. 
“If your salesmen have these quali- 
ties,” said Mr. Jarrell, “they will 
change any red ink to black.” J. W. 
Calman of Berthold then made an im- 
promptu talk on “Delivery Expense” 
saying that in his own store he elim- 
inated any extra expense by using his 
own car to make deliveries when he 
went home to lunch or in the early 
evening after store hours. 

The last talk of the session was made 
by A. O. Olson. His topic was “Credit 
Expense.” In part he said: “In order 
to do a successful credit business you 
must have a good sound workable 
credit policy. Each store should de- 
termine its own credit cost and put into 
force a policy that is suitable to the 
local conditions. 

“More time and attention should be 
given to outstanding accounts and by 
sending out statements and reminders 
at least once a month will help to keep 
this fresh in the debtor’s mind. Per- 
sonal talks are very excellent to have 
between the credit man and the debtor. 
The first step in credit granting is to 
put on the books only customers that 
you thoroughly believe will make good 





credit performers and the second step 
is to eliminate those who prove other- 
wise.” 

A forum discussion followed this 
talk. Mr. Bervig again gave the sum- 
marizing address, emphasizing the high 
points in each talk. 


Planning for Profit 


The last session was devoted to the 
‘Planning for Profit” theme. Presi- 
dent Cole gave a keynote talk, sketch- 
ing briefly the points to be discussed 
by the speakers, the first of whom was 
Howard Connolly of Devils Lake. In 
his talk on “Study Competitive Meth- 
ods,” Mr. Connolly stressed the need 
of studying the operating methods of 
competitive stores. He spoke of mod- 
ern fixtures and their part in the 
present day store and the need of 
having a freshly painted store, both 
inside and out. He also advocated the 
need of placing related goods together 
and the advantages of using odd cents 
in pricing. 

John I. Rovig of Mandan was intro- 
duced and asked to speak about his ex- 
periences with public utilities. He told 
how it was cheaper for him to buy elec- 
tric ranges from a local utility than 
from a jobbing house. He also said 
that the retailer should seek the aid of 
the jobber as the retail hardware store 
was better situated to handle appliances 
than most utilities. 

“Selling Quality Merchandise” was 
said by M. O. Loftus of Crosby, to be 
the strong forte of the retail hardware 
dealer. “In selling quality merchan- 
dise we should urge the customer to 
not only think about the first cost of 
things, but to figure how little an 
article costs by the week or year. This 
generally leads him to realize the 
satisfaction to be gained by buying a 
better grade.” The speaker urged 
quality merchandise to be attractively 
displayed and spoke of the need of 
having retail salesman “sold” on the 
goods he is selling. He concluded by 
saying that when quality merchandise 
is sold the dealer is protecting his per- 
manency in business and at the same 
time doing a good service to the public. 

“Loss Leaders and Premiums” was 
discussed by A. F. Hoff of Wishek and 
also by W. O. Hoppert of Wahpeton. 
30th men favored the conservative use 
of loss leaders. They suggested a 
careful study be made of the com- 
munity and advised that no high pres- 
sure selling be applied to a loss leader 
customer. 

“Aggressive Selling” was discussed 
by E. S. Duea who said that the day 
of passive acceptance of business had 
passed. He urged dealers to go out 
and seek business, use suggestive sell- 

(Continued on page 100) 
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A group of officers of the Virginia Retail Hardware Association. 


From left 





to right: H. A. Pleasants, Rich- 
mond; past president, R. R. Roberts, Chase City; retiring president, J. F. Small, Norfolk; new president, W. N. Neff, 
Abingdon; secretary and treasurer, Thomas B. Howell, Richmond and assistant secretary, Robin A. Frayser, Richmond 


Virginia Hardware Association 
Discusses Program of Profit 


HE ninth annual convention and 

exhibition of the Virginia Retail 

Hardware Association was held 
in the Jefferson Hotel, Richmond, on 
Feb. 19, 20 and 21, Sessions were held 
only during the mornings in order to 
give the dealers adequate time to in- 
spect the various exhibits. The enter- 
tainment was unusually good. A 
smoker with entertainment was great- 
ly enjoyed on Tuesday evening, and 
the next night the annual banquet, spon- 
sored by the Allied Wholesale Trades 
of Richmond, was very well attended. 

The opening session on Tuesday 
morning was called to order by Presi- 
dent John F. Small, Norfolk, who in 
his opening remarks expressed appre- 
ciation of the good attendance and re- 
ported progress on the association’s 
work during the past year. 

Secretary - Treasurer Thomas _ B. 
Howell of Richmond then reported for 
his work during the year. 

The theme of the session was an- 
nounced as “Buying for Profit.” In 
an address on “Merchandise Selection,” 
Harry B. Price brought out the im- 
portance of selecting the proper mer- 
chandise for the community by observ- 
ing the demands. He also gave many 
practical merchandising ideas, such as 
keeping price tickets clean, well dis- 
played merchandise and bright attrac- 
tive stores. 

His talk was followed by an address 
by Secretary Howell on “Competitive 


Offerings.” This talk was very prac- 
tical and full of information and good 
ideas. “Buying Concentration” was 
discussed by R. A. Frayser of Rich- 
mond, who stressed the importance of 
watching stock. He suggested it a 
good policy to buy light and often, 
rather than in large quantities, accord- 
ing to demands. He advised each mer- 
chant to concentrate his stock, weed- 
ing out the shelf-warmers and also to 
try not to see how large a stock could 
be carried, but how complete an assort- 
ment of salable goods scould be han- 
dled. 

“Adequate Margins” was the next 
topic for discussion. J. H. Luster of 
Blacksburg stressed the importance of 
knowing just where to stand in pricing 
merchandise properly. ‘Don’t guess, 
but know what your profits will be. 
Watch your overhead as you can make 
a good profit and then throw it away 
by unnecessary overhead.” 

“Cooperation with Sources of Sup- 
ply” was the subject which J. R. Or- 
gain of Alberta, who suggested that the 
merchant could get closer cooperation 
if he would confine his purchases to 
just a few jobbers, let them know he 
looked to them for help occasionally 
“You will always find them willing to 
help a good customer,” he said, “and 
you may have to meet a particular com- 
petition whereby your jobber will make 
an effort to help you,” he concluded. 

“Merchandise Movement” was re- 


viewed by Ben H. Roberts of Chase 
City. He outlined various ways of 
keeping stock moving and how to get 
the proper turnover of stock. A forum 
discussion led by W. T. Pace of Frank- 
lin followed the talk. The résumé of 
the session was covered adequately by 
R. J. Atkinson, past N. R. H. A. presi- 
dent from Brooklyn, N. Y., who touched 
on the high points of each preceding 
speaker’s talk. On Wednesday morn- 
ing the session opened with the theme, 
“Operating for Profit.” The first 
speaker on this program was Guy W. 
Hamilton of Waynesboro, who in dis- 
cussing “Rating Merchandise,” said 
that it was a good plan to put merchan- 
dise in the proper channels as to qual- 
ity, price and demand, each having its 
place in the rate of selling. 

“Proper Pricing” was discussed by 
W. N. Neff of Abingdon. He sug- 
gested that all goods be plainly priced 
with a proper amount of profit. 
“Larger Margins” was well reviewed 
by George Ramsey of Front Royal. 
He stressed the importance of making 
better profits by marking goods to show 
larger margins, also getting proper 
turnover. L. P. Robertson of Peters- 
burg, outlined the subject, “Knowing 
Sales Costs.” John Yowell of Culpep- 
er, in talking about “Individual Sales 
Quotas,” said that they created interest 
and pepped up the sales force, also 
helped to move more stock. He ad- 
vised sales quotas, saying that they 
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were business getters. ‘‘Ag- 
gressive Selling” was touched 
on by F. H. Vass of Danville, 
who brought out many ideas 
and suggestions in selling. 

“A Definite Credit Policy” 
was discussed by Harry B. 
Price, He outlined the impor- 
tance of having this policy in 
every store. 

In the forum discussion that 
followed the last talk, many in- 
teresting and important points 
were brought out. George 
Ramsey had charge of the dis- 
cussion. 

R. J. Atkinson was again called on 
to make a résumé of the preceding 
speakers’ talks. Taking as his subject, 
“Changing Trends,” Mr, Atkinson said 
in part: “At the present time the dis- 
tribution methods used most largely in 
our industry are through the channels 
of manufacturer, jobber and retailer. 
During the last few years we have seen 
this method slowly but surely being 
put on trial by the instituting of large 
selling units that buy in large quanti- 
ties and absorb to themselves the ware- 
housing and distribution costs that have 
been ordinarily absorbed by the jobber 
in performing his function of ware- 
housing and distributing. 

“The balancing of costs between 
these large direct consumer distributing 
units and the jobber would perhaps 
show very little difference if laid side 
by side and if the jobber had no ser- 





Three past presidents of the Virginia Association 
still doing active work: W. T. Tillar, W. T. Pace 
and Guy W. Hamilton 


vice cost added to his other functions.” 

Mr. Atkinson stressed the object of 
the hardware jobber, how he should 
help the retailer and also told the deal- 
ers that they were in a position to help 
the jobber with larger orders, discount- 
ing of bills, etc. 

The Thursday theme was “Planning 
for Profit.” The first talk was delivered 
by Clay Hamner of Richmond. He 
talked about “Selling Electrical Appli- 
ances” and outlined what a hardware 
store could and should do and had done 
with electrical appliances. He = sug- 
gested what items to carry, how to 
handle the line successfully and stated 
that in his opinion electrical appliances 
were a profitable line for the hardware 
dealer. 

“Featuring Quality,” by H. A. Pleas- 
ants of Richmond, was one of the most 
interesting talks of the session. He 
stressed the importance of handling 


quality goods as well as cheap- 
er grade goods. “Improved 
Store Layout” was the topic 
which had been assigned to J. 
T. Howard of Bristol. He 
gave some very fine ideas on 
modern merchandising as re- 
lated to store layout. 

“New Lines” was the sub- 
ject reviewed by Guy W. 
Hamilton, in which he advised 
the merchant to study his de- 
mands and give the customer 
merchandise that is wanted. 

John F. Small spoke on 
“Controlling for Profit,” saying that it 
was to every dealers’ advantage to use 
some method of stock centrol as a 
guide to buying and selling. 

The forum discussion was led by B. 
F, Tillar of Emporia. He brought out 
many different subjects for discussion 
from the floor. 

The résumé was again handled by 
R, J. Atkinson, who touched on the 
most important’ parts of the preceding 
addresses. 

The officers elected for 1929 are: 
W.N. Neff, Abingdon, Va., president ; 
George Ramsey; Front Royal, vice- 
president; Thomas B. Howell, Rich- 
mond, secretary, and Robin A. Frayser, 
Richmond, assistant secretary. The ad- 
visory board now ‘¢onsists of Harty 
B. Price, Norfolk;'*Ben R. Roberts, 
Chase City, and John '‘F. Sniall, Nor- 
folk. Next year’s meeting will be held 
in Richmond. ‘ © ; 





for Stores in 


Shopping Peak Worked Out 
Cities of Varying Populations 

CCORDING to figures based on questionnaire re- 
turns, given in a section in “Retail Store Problems,” 
recently issued by the Domestic Commerce Division, the 
midday period, from 11 a. m. until 3 p. m., was reported 
the busiest shopping time by 71 per cent of stores in 
cities of 200,000 population and over, no furniture or 
dry goods stores reporting morning shopping peaks, al- 
though 25 per cent of hardware stores and 14 per cent of 
grocery stores reported heaviest shopping before 1] a. m. 
No hardware stores reported an afternoon shopping 
peak, but 61 per cent of drug stores, 43 per cent of 
grocery stores, 40 per cent of shoe stores, 26 per cent of 
clothing stores, and 21 per cent of furniture stores did so. 

Over half of the stores in cities from 50,000 to 200,000 
population also reported heaviest shopping in the midday 
period. Shoe stores were almost equally divided be- 
tween the midday and an afternoon shopping peak. A 
midday selling peak was reported by 84 per cent of 
hardware stores, but the majority of dry goods and 
clothing stores reported an afternoon peak. 

In cities of less than 50,000 population, the afternoon 
period, 3 p. m. until closing time, was reported the busi- 
est shopping time by a large majority of the stores. The 
morning period, opening time until 11 a. m., was re- 
ported the busiest by 32 per cent of the stores in cities 
of less than 10,000 population. 


The relation of peak shopping load to vehicular traffic 
congestion is the primary consideration in the article, 
but the executive of one of the largest department stores 
in the country is quoted as stating that, in his opinion, 
the greatest store problem was how to take care of the 
great majority of shoppers who come at a time when 
lunch for the sales people had to be arranged. 


Oil Heating Facts Released Indicate an 
Attractive Market 


ORE than 600 companies in the United States are 

now engaged in the manufacture of oil burners, 
of which slightly more than 100 are listed by Under- 
writers Laboratories, according to a report just issued by 
the Oil Heating Institute. The large majority of oil 
burner sales are made by about 50 of these companies. 
About 10,000 dealers are required for the distribution 
of the production of these companies, says the Institute. 
The report also states that a total of 17,000,000 barrels 
of oil were consumed during 1928 by the 422,700 burn- 
ers now in operation in American homes, and the 
Institute estimates that the consumption for the current 
year will reach 23,538,000 barrels. The total fuel oil 
consumption for heating commercial buildings and large 
apartment houses last year reached 16,750,000 barrels, 
and the estimate for 1929 is 18,500,000 barrels 
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CARL HOFFMAN 


New President 


V. G. WEDGE 


Vice-President 





CHAS. S. CASEY 


Manager and Treasurer 


C. J. CHRISTOPHER 
Asst. Manager 





A. L. STEINKE 


Retiring President 


Dealer Discussions Feature Sessions of 


Minnesota Association Convention 


INNESOTA hardware mer- 
M chants gave a good account of 
) themselves at the annual con- 
vention of the Minnesota Retail Hard- 
ware Association, from Feb, 19 to 22. 
The dealers expressed themselves clear- 
ly and forcefully on present-day hard- 
ware retailing problems and turned out 
in good attendance. 

While the registration was somewhat 
less than that of the record-breaking 
mark set last year, due to snow-blocked 
roads and subzero temperatures, the 
attendance at the several business ses- 
sions was greater than during any pre- 
vious year, proving the popularity of 
the merchant-speaker type of program. 
The convention was held at the Min- 
neapolis, Minn., auditorium. The busi- 
ness sessions, with the exception of the 
opening meeting, were held on the 
main floor and the exhibits on the floor 
below. 

The convention got under way with 
a breakfast session at a nearby hotel 
and, just to prove that hardware men 
are early risers, the dining room was 
filled to capacity when A. L. Steinke, 
Pipestone, the president, called the con- 
vention to order. In his address, Mr. 
Steinke pointed out the progress made 
during the year. He also struck the 
convention key-note and explained the 
reasons for the Henry Brown type of 
program. He declared that the possi- 
bilities for success in retail hardware 
are greater than ever for those who 
employ modern methods and maintain 








their stores on a parity with chains and 
mail order branches. 

Charles H. Casey then delivered the 
manager's report in which he further 
pointed out the activities of the asso- 
ciation and its constantly growing 
sphere of activity. 

“T’ll say that it is no snap to put on 
such a program as we have planned 
and worked out,” declared Mr. Casey. 
“We could hire good speakers to oc- 
cupy the time and it would be much 
more entertaining for you, but when 
the sound of their voices had died 
away the content of their messages 
would have slipped into oblivion also. 
On the other hand, by taking active 
part in this program wholeheartedly we 
shall derive infinitely greater benefit 
from it.” 


The Speakers 


The speakers during the opening ses- 
sion included Ebert Johnson, St. Cloud; 
John A. Monson, Braham; John P. 
Izen, Mankato; A. C. Parrott, Owa- 
tonna; John Griebler, Alexandria, and 
E. C. Belina, Albert Lea. Each dis- 
cussed a phase of the subject, “Buying 
for Profit.” Arthur C. Lamson, Marl- 
borough, Mass., president of the N. R. 
H. A., summarized the talks. 

On the second day the session theme 
was “Operating for Profit.” L. S. 
Ryan, Little Falls; O. V. Hanson, 
Rochester; W. A. Sauser, Pine City; 
Julius Jetka, Little Falls; R. B. Pye, 
Faribault; H. M. Gardner, Minneap- 





olis; Lloys Styhlman, St. Paul, and 
John J. Gainey, Bemidji, took part in 
the discussions. Paul M. Mulliken, 
managing director of the Illinois asso- 
ciation, made the summary of the ses- 
sion in his usual excellent style. 

“Planning for Profit” was the third- 
day topic. E. B. Juni, Jordan; George 
S. Wheaton, Minneapolis; O. L. Davis, 
Minneapolis; H. M. Clark, Windom; 
Carl Hoffman, St. Paul; H. W. Wil- 
son, Red Wing; James Schneider, 
Farmington, and C. C. Falconer, Win- 
nipeg, Canada, reviewed various phases. 
E. B. Gallaher, treasurer, Clover Mfg. 
Co., Norwalk, Conn., and editor, Clover 
Business Service, was then called on to 
summarize the talks of the preceding 
speakers, His address was very prac- 
tical in nature and was of keen inter- 
est to the hardware men. 

Various members of the association 
staff spoke at the final session. C. J. 
Christopher, assistant secretary, ex- 
plained “Expense Control” and Harold 
Bervig of the N. R. H. A. staff dis- 
cussed “Merchandise Control.” Mr. 
Gallaher made his second appearance 
giving the closing address on “Henry 
Brown, the Man.” 

Carl Hoffman of St. Paul was 
elected president. V. G. Wedge, Sauk 
Center, is the new vice-president. S. E. 
Hunt, Red Lake Falls, was added to 
the directorate. Charles H. Casey con- 
tinues as manager-treasurer. 

A banquet and vaudeville program 
brought the convention to a close. 
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This 
High Pressure 
Selling—a: Seen by a High 


Grade Salesman 


Editor’s Note: This is the second of a series of let- 
ters written to the Editor of HARDWARE AGE 
by a high grade salesman in daily contact with 
the hardware trade. The letters are written in a 
humorous vein, but underneath the humor are 
interesting sidelights on many of the problems 
which confront the trade. There is a real lesson 
in every letter, told in a language which the hard- 
ware man understands and appreciates. 











LoulISVILLE, Ky. 

The home of fast horses 
and beautiful architecture. 

Dear Epitor: : 

Well, here it is Saturday again—time to take the wrap- 
per off that bar of Ivory and let it do a little floating, eh? 

I’m always glad when Saturday comes because I have 
the blond hello girl call me Sunday morning just the 
same, so I can crawl back in the hay and give her the 
merry ha, ha! 

Last week I talked with 65 hardware dealers—57 va- 
rieties, and 8 duplicates. They’re all a dandy bunch of 
fellows here, even the ones who didn’t give me an order. 

But I never saw so many fellows with the heebie 
jeebies in my life. 

You know Rears Sawbuck are going to open a big 
store here soon, and a lot of these fellows are already 
thinking of hanging a “for sale” sign on their store. 

Something ought to be done about that, Mr. Editor. 

You know, that reminds me of when I used to live 
down in Texas. There was a big dog about the size of 
a young colt near our house, and every time he growled 
you'd get goose flesh up and down your vertabre—and 
when he barked—well, Llew, it was somethin’ awful the 
way the kids would either run past that house or stay 
shy of it altogether. 

This big hound had a terrible reputation, and although 
he’d never actually bitten anyone, he sure had a mean 

rowl. 

Well, Old-Timer, I’ll never forget one day when a 
couple little ordinary curbstone setters gave this old dog 
a run for his life—you shoulda seen the fur fly! 

And from that time on nobody paid a lot of attention 
to his growl, and just pitched a rock at him when he 
barked. 

Maybe you don’t get the idea, Llew, but do you re- 
member how all the dealers up in Milwaukee were burn- 
ing the midnite kerosene trying to figure out how they’d 
be able to pay next year’s taxes and buy the wife a 
new fur coat after the Wont Gumery Mard Company 
opened their two stores there a couple years ago? 

I'll never forget the Wrong Hardware Company had 
their store about three blocks from the proposed new 
Nail-Order house location—and, man, you coulda bought 
his store right then for a song, he was that worried that 
he was sure going out of business. 

But do you know what? He kept worryin’ and fret- 





tin’ for something terrible to happen—and I. think he 
was a little disappointed that nothing really did happen 
after about a year passed. 

He even showed an increase in business. Can you 
eemagine that? And just three blocks from this merci- 
less independent retail store-killing giant! 

And whattaya think he did this winhes—thie same 
Wrong Hardware Company ? 

They MOVED their store RIGHT ACROSS THE 
STREET from the aforesaid mentioned Wont Gumery 
Mard Company store—and they are doing a BIGGER 
business than ever before. 

And that’s not a lot of hooey, either, Mr. Editor; 
that’s the straight dope, if I ever told it to you. 

But do you know I met one fellow here—his name’s 
Pat Shivell—who’s not doing a lot of worrying about 
this impending calamity that is about to befall the dealers 
in Louisville. 

Pat’s one of these self-starting, stem-winding sort of 
a fellow, who’s president of the local hardware dealers’ 
association, and outside of being a good-natured Irish- 
man and a live hardware dealer, is quite a student of 
merchandising and has given this thing a lot of thought. 

He’s getting all ready for a battle royal, and intends 
to be on the offensive. 

In his thriving neighborhood store he has installed 
open-top tables, and has fixed up his store just as peppy 
as any Noo Yahk chain you ever saw in your life. 

Just one idea—he claims you only get what you pay 
for—and if you pay a dime for a can opener in the 
Cottonworth dime store—you’re getting a DIME can 
opener, and no more. 

And when HE asks 15 cents for one that LOOKS 
like the same one in the dime store—he HAS one of 
theirs there on his counter to SHOW the difference in 
quality, and tells Mrs. Customer that he can also supply 
her with one of the same quality at the same. price, but, 
for the slight difference he is sure she will be far more 
satisfied with the 15-cent one—and THAT'S the one 
they buy. 

He also has this “Comparison of Values” carried out 
with paring knives, strainers, hammers and almost every 
type of hardware that you’d find in the average dime 
store, and dollar chain store. 

He doesn’t attempt to meet the low prices of the 
chains, but is taking a little time to educate his cus- 
tomers to the fact that in the long run it will PAY them 
to trade with him. 

Now, “Pat” has an average hardware store in an 
average neighborhood down on the south side of Louis- 
ville, and whether this plan of his is paying or not might 
be borne out by the fact that—without any special sale 
or other incentive—they served over four hundred cus- 
tomers one Saturday recently, and they weren't all “dime 
customers,” either. 

You know, Mr. Editor, this Pat Shivell sorta inspired 
me, and I wish every dealer in the country who has, or 
who may get, the heebie jeebies about chain store com- 
petition could talk with him in his store some night until 
about 7 o’clock, like I did, and I think they’d take a new 
lease on life, and would go home with a little renewed 
spirit and pep up their stores and go AFTER things a 
little harder, and I bet you a good pair of socks they’d 
all show an INCREASE in their business. 

Now, do you get the idea about that dog story? 

Well, Old-Timer, I gotta make out the old swindle 
sheet and send the office the usual weather report, so I’ll 
have to say toodle-toodle, and I'll write you again next 
Saturday, weather permitting. 

And don’t forget, the big dog with the big growl don’t 
always bite. Your partner in crime, 


es Van B. 











February Very Busy Month for 
N. Y. Hardware Boosters 


February was a busy month for the 
New York, Hardware Boosters. Presi- 
dent Edward F.. Daily of the Brooklyn 
Hardware: Association addressed the reg- 
ular monthly meeting at the Hardware 
Club on Saturday, Feb. -23, and told about 
40 Boosters just. what kind of salesmen he 
liked to. do business with and told them of 
the kind who could hardly ever sell him 
a bill of goods. Mr. Daily's talk will be 
published later, practically in full. 

On Feb. 28° the annual racket of the 
Hardware Boosters attracted about 200 
hardware men to Schliefer’s Fashion Cen- 
ter Grille, 141 West 38th Street, New 
York City, where an old fashioned beef- 
steak party was followed by a humorous 
talk, “It's There If ‘You Go After Jt,” de- 
livered by Clarence T. Hubbard, assistant 
secretary Automobile: Insurance Co., Hart- 
ford, Conn . A- very unusual bill of en- 
tertainment was giyen under the personal 
direction of Thornton Webster, who led 
the singing and offered a. few specialty 
numbers of hisown. J.T. McCulloch, pres- 
ident The Nutmeggers, was a guest, and 
practically all ‘of the prominent merchants 
and leading Hardware salesmen of the Met- 
ropolitan = territory. attended the party. 

Chief Booster George. H. Fisher, pre- 
sided over the regular meeting and was 
toastmastér at the Racket. The committee 
in chargé’ of- ‘the:;racket was headed by 
Past Chief Chas.. Pincus:as chairman. He 
was assisted by Past Chief H. R. Conner, 
Ee cd Warager,, Oscar E. Watts and Ju- 
ved Chief Chas. J. Heale of Harpware 

GE 
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G. H. Boynton Dies—President 
Boynton: & Ellis, Inc. 


George H. Boynton, president of Boyn- 
ton & Ellis,. Inc., retail hardware distrib- 
utor of ‘Claremont, N. H.,: passed away 
recently at Daytona Beach, Fla., as the 
result of a lingering illness. 


Mr. Boynton was born in Perkinsville, 
Vt., Jung. 14, 1853. He came with his 
brother to Claremont in 1890 and bought 
out the hardware storé of A. Jones & Co., 
establishing the firm of Boynton & Ellis. 
In 1920 the business was incorporated and 
Mr. Boynton became president. 

He was active in community enterprises 
and was a director of the Claremont Na- 
tional Bank. He leaves three children, 
two sisters and a brother. 


National Standard Horseshoes 
Used by 1929 Contest Winner 


Blair Nunamaker of Cleveland, Ohio, 
won the 1929 Horseshoe Pitching Tourna- 
ment, held during the week of Feb. 4 in 
St. Petersburg, Fla. He defeated C. C. 
Davis of Columbus, Ohio, who won the 
title of “Champion Horseshoe Pitcher” in 
1928. 


Mr. Nunamaker used National Standard 





horseshoes, manufactured by The National 
Standard Horseshoe Co., Inc., 1640 Barth 
Court, S. W., Canton, Ohio. 





A. K. Trout Joins A. W. Faber 
as General Sales Manager 

Albert K. Trout has been made general 
sales manager of A. W. Faber, Inc., manu- 
facturer of rubber bands, erasers, and pen- 
cils at Newark, N. J. 

This announcement will be of interest 
to hardware men throughout the country, 








A. K. TROUT 











for Mr. Trout has won for himself a 
wide circle of friends in the industry 
during his many years of close contact 
with the trade. 

He received his early training with the 
National Cash Register Co. and the Bur- 
roughs Adding Machine Co. Later he 
was associated with the H. C. White Co. 
in.-North Bennington, Vt. In 1921 he 
joined the Waverly Musical Products Co., 
Inc. New York City, as vice-president 
and director of sales. 

Many pleasant affiliations with the hard- 
ware trade gained while with the White 
organization contributed largely to Mr. 
Trout’s decision to return to the hard- 
ware business in 1925. He organized the 
A. K. Trout Co., Inc., at 342 Madison 
Avenue, New York City, to market hard- 
ware specialties and act as manufacturers’ 
representative. 

During the last four years Mr. Trout 
has traveled extensively in the interests 
of several large and well-known hardware 
manufacturers. He is well fitted for his 
new duties with the Faber organization, 
which is one of the largest and oldest 
manufacturers of lead pencils and kindred 
merchandise in the world. This concern 
was founded in 1761 and operates plants 
at Newark, N. J., and at Stein, Nurem- 
berg, Germany. 

Schlangen Bros. Co. Becomes 

Schlangen Mfg. Company 

Schlangen Bros. Co., maker of brass 
goods at 2435 Irving Park ‘Boulevard, 
Chicago, Ill., has changed its corporate 
name to Schlangen Mfg. Co. 
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National Pipe Association 
Issues Price Maintenance Bulletin 


The following bulletin has been issued 
by the National Pipe and Supplies Asso- 
ciation : 

“The National Pipe and Supplies Asso- 
ciation has learned, with enthusiastic ap- 
proval and satisfaction, that the Reading 
Iron Co. has issued on March 1, 1929, a 
notification of the inauguration by it of a 
suggested minimum resale price mainte- 
nance policy with respect to its puddled 
wrought iron pipe. 

“In view of the disturbed and uneco- 
nomic conditions which for a long time 
past have so seriously injured and even 
demoralized the proper conduct of the 
business of pipe distribution in this coun- 
try, the National Pipe and Supplies Asso- 
ciation deems it to be not only a duty, but 
also a privilege, to express its strong com- 
mendation at the action of the Reading 
Iron Co. in thus taking the leadership in 
this important reform. 

“The chaotic conditions which have been 
prevailing in this industry have been in- 
jurious, not only to the members of the 
industry—manufacturers and distributors 
—but likewise to consumers and to the 
public generally, for it is not possible that 
such chaotic conditions can exist without 
causing resultant injurious consequences 
to everyone who comes into any relations 
with such industry. This observation ap- 
plies not only to the evils. caused by pred- 
atory price-cutting, but also to the dis- 
turbed situation which must always arise 
when an industry is conducted in a dis- 
orderly and unsystematized manner. The 
necessary results are indifference to the 
proper promotion of an industry’s wel- 
fare, neglectful manner of conducting the 
necessary details of the business affected, 
deterioration of the product itself—all of 
which necessarily results in the lowering 
of the moral and business tone of the 
industry, with inevitable injurious conse- 
quences to everyone having any relations 
with such an industry and to the welfare 
of the communities in which such an in- 
dustry operates. 

“Having fully in mind the legal require- 
ments that a manufacturer in the an- 
nouncement and execution of a resale price 
policy, must do so upon his sole initia- 
tive and not in cooperation with any other 
manufacturer or any distributor, the Na- 
tional Pipe and Supplies Association lim- 
its this announcement to its members to 
the expression of its high approval of the 
action thus taken by the Reading Iron 
Co., and particularly calls to the attention 
of the members of the association the legal 
requirement that, although distributors 
have the legal right to observe suggested 
resale prices, they must refrain from any 
acts of cooperation in carrying out such 
policy, notwithstanding the fact of the 
widespread approval with which the mem- 
bers of the association have received the 
announcement of that company. 

“Observing the same legal requirements, 
this association looks forward with keen 
interest to the manner in which the splen- 
did example thus set by the Reading Iron 
Co. will affect the policies of other manu- 
facturers in the various industries in 
which the members are engaged.” 
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Badger Paint and Hardware, Inc. 
Sold to New Corporation 


The Badger Paint & Hardware, Inc., 
operating forty-nine stores in Wisconsin, 
of which twenty-five are in Milwaukee, 
has been sold to a new corporation of the 
same name backed by the founders of the 
Central Drug Co., who sold the drug chain 
to Walgreens a year ago. The sale was 
in cash, with more than $1,000,000 in- 
volved. 

Officers of the new company are: W. F. 
Reinhardt; president; Fred W. Kemp, 
vice-president, and N. J. Doctor, secre- 
tary and treasurer. Directors are: Ver- 
non Reinhardt, Addison C. Smith, Walter 
Benfelt and Earl Otte. 

The corporation plans to open twelve 
new stores in Milwaukee within the year 
and additional stores are contemplated in 
the State. 





Samuel Tweedall Dies—Was 
Evansville Tool Works Supt. 


Samuel Tweedall, for 35 years superin- | 


tendent of the Evansville Tool Works, 
Inc., Evansville, Ind., passed away recent- 
ly at his home in that city. He was 73 
years of age. 





SAMUEL TWEEDALL 


Mr. Tweedall was born in Philadelphia 
and became connected with a tool works 
in that city at an early age. In 1893 he 
came to the Evansville company and served 


the organization faithfully until his death. | 
He is survived by his widow, several | 


children and grandchildren. 





Triplex Washing Machine Co. 
Leases Chicago Plant 


A one-story factory building at 2049- 
21 North Oakley Avenue, Chicago, IIl., 
has been leased to the Triplex Washing 
Machine Co. The building contains 20,000 
square feet of floor space and the lease 
gives the company the option to purchase 
at any time during a term of years. 





Yoshimura Trading Co., Inc., 
Wants American Lines 


Yoshimura Trading Co., Inc. of 184 
Kanocho 4, Kobe, Japan, desires to enter 
into communication with manufacturers 


| and and exporters of hardware, sporting 


goods, metal toys, cutlery and_ barbers’ 
supplies. 
This concern acts as merchants and 


agents, importers and exporters. 





Robert M. Repp New President 
Logan-Gregg Hardware Co. 
Robert M. Repp has been elected presi- 
dent of Logan-Gregg Hardware Co., 
Pittsburgh, Pa., succeeding the late George 
B. Logan. 











ROBERT M. REPP 











The new president has been identified 
with the company for 46 years, and his 
elevation to the presidency marks the cul- 
mination of a career that began as bill- 
ing clerk. The wholesale hardware busi- 
ness has few men who have worked harder 
than Mr. Repp, and in his earlier days in 
the business there was no task too heavy 
for him to tackle. Thus his election fur- 
nishes a fresh example of the reward that 
awaits those who labor well. 

Mr. Repp has put a good many years 
behind him, but refuses to get old either 
in looks or actions. He became general 
manager of the company when it ceased 
to be a firm and was incorporated, and 
more recently has been vice-president. 





F. D. Taylor Resigns from 
Peck, Stow & Wilcox Co. 


F. D. Taylor, secretary and sales direc- 
tor of The Peck, Stow and Wilcox Co., 
Southington, Conn., resigned from the 
company, effective March 5. 

Mr. Taylor was connected with the or- 
| ganization for 20 years. No announce- 
ment has been made as to his future plans. 


Edward M. Richardson Dead 


Edward M. Richardson, who conducted 
a retail hardware store in Waltham, Mass., 
for 25 years and in East Bridgewater, 
Mass., for 18 years, passed away on Feb. 8 
at his home in the latter°city. He was 78 
years of age. 

Mr. Richardson’s son, Frank, has taken 
over his father’s Waltham business. 




















| 
| 
| 
| 


| 
| 


Horace G. Goodwin Now Presi- 
dent of Philadelphia Retailers 


Horace G. Goodwin was elected to the 
presidency of the Retail Hardware Asso- 
ciation of Philadelphia, at that organiza- 
tion’s February 21 meeting, held in Green's 
Hotel. 

George R. Park, Jr., of Wayne, Pa., 
was elected first vice-president; William 
A. Wurst is the new second vice-presi- 
dent, and William F. Brown is the third 
vice-president. James M. Rose was re- 
elected secretary, and C. Richard Watson 
was reelected treasurer. 

Sharon E. Jones, secretary of PAsHa, 
called attention to the value of mutual 
insurance organizations now cooperating 
with the retail associations. Mr. Jones re 
quested that for the best interests of all 
concerned that the retailers immediately 
get in touch with PAsHa headquarters on 
all matters of insurance on stores and fix- 
tures. 


H. C. Abbott Joins National 
Carbon as Radio Sales Mgr. 


H. Curtiss Abbott of Chicago, well 
known in the fields of radio and music, 
has been appointed sales manager of the 
radio division, National Carbon Co., Inc., 








H. C. ABBOTT 











30 East Forty-second Street, New York 
City, maker of Eveready radio sets. 

Mr. Abbott is a graduate of Yale and 
has had many years of experience in the 
radio business. He made an enviable rec- 
ord in sales with the Crosley Radio Corp., 
where he was general sales manager. Last 


year Mr. Abbott was vice-chairman of 
the National Electrical Manufacturers 
Association. 


In his new position with National Car- 
bon Co., Mr. Abbott will be associated 
with George C. Furness, manager of the 
company’s radio division. 


George M. Harris Retires 


George M. Harris, proprietor of a re- 
tail hardware store at 38 Court Street, 
Binghamton, N. Y., announces that after 
50 years of service he is retiring from the 
hardware business. 





f 
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J. S. Lehren Now President Toy Fair Chamber 


of Commerce 


J. S. Lehren, of The Wolverine Supply 
& Mfg. Co., New York City, was elected 
to the presidency of the Toy Fair Cham- 
ber of Commerce, Inc., at a recent annual 
meeting. Other officers elected to serve 
throughout 1929 are Vice-presidents Wil- 
liam Caldwell, Rex Rubber & Novelty 
Co., New York City; A. H. Graham, 
Charles E. Graham & Co., Newark, N. J.; 
Geo. Heisler, The Toy Kraft Co., Woos- 
ter, Ohio; C. R. Johnson, The Ives Corp., 
Bridgeport, Conn., and D. W. Knapp, 
Knapp Electric Co., Port Chester, N. Y. 
L. K. Anderson, Jr., Selchow & Righter 
Co., New York City, is treasurer; A. H. 
Delfausse, Baker & Bennett Co., New York 
City, is secretary, and H. D. Clark, New 
York City, executive secretary. 

The board of directors is now com- 
posed of: 

Term Expires 1930 


J. W. Baumgarten, Baumgarten & Co., 
Baltimore, Md. 

J. Brock, American Character Doll Co., 
New York City 

Wm. Caldwell, Rex Rubber & Novelty 
Co., New York City. 

F. D. Dodge, Toy Manufacturers of the 
U. S. A., Inc., New York City. 

A. H. Graham, Charles E. Graham & Co., 
Newark, N. J. 

J. S. Lehren, Wolverine Supply & Mfg. 
Co., New York City. 

Julius Levenson, Kaufmann, Levenson Co., 
New York City. 

Ben Shapiro, Tinsel Corporation of Amer- 
ica, New York City. 

Ferdinand Strauss, Ferdinand Strauss, 
Inc. 

Term Expires 1931 


L. K. Anderson, Jr., Selchow & Righter 
Co., New York City. 

W. A. Benoliel, Live Long Toys, Chicago, 
Ill. e 

C. H. Hedstrom, Hedstrom Union Co., 
Gardner, Mass. 

George Heisler, Co., 
Wooster, Ohio. 

David W. Knapp, Knapp Electric Corp., 
Portchester, N. Y. 

J. S. Lovingham, Toys and Novelties, Chi- 
cago, Iil. 


The Toy Kraft 











R. H. McCready, Playthings, New York 
City. 

John Rutherford, The Embossing Co., 
Albany, N. Y. 








J. S. LEHREN 











James Taylor, The Miller Rubber Co. of 
New York, Akron, Ohio. 


Term Expires 1932 


A. H. Delfausse, Baker & Bennett Co., 
New York City. 

H. A. Diemer, American National Co., 
Toledo, Ohio. 

C. W. Ely, Riemann Seabrey Co., Inc., 
New York City. 

Emil Eschwege, Louis Wolf & Co., Inc., 
New York City. 

L. E. Farm, American Mfg. Concern, Fal- 
coner, N. Y. 

Harry Freedman, Regal Doll Co., Jersey 
City, N. J. 

I. Gottlieb, Schranz & Bieber Co., New 
York City. 

C. R. Johnson, The Ives 
Bridgeport, Conn. 

Ben Marks, Marks Brothers Co., Boston, 
Mass. 


Corporation, 





Frank J. Camp Now President 
Brown-Camp Hardware Co. 


Frank J. Camp, for many years secre- 
tary and general manager of Brown- 
Camp Hardware Co., Des Moines, Iowa, 
was recently elected to the presidency of 
the company. He succeeds Walter S. 
Brown, who retires after 28 years of asso- 
ciation with the business. 

Mr. Camp started in the hardware busi- 
ness about 35 years ago. In 1901 he was 
in the group that bought out the J. D. 
Seeburger Co. and established the Brown- 
Hurley Hardware Co. At that time he 
became assistant secretary of the cor- 
poration. 





Walter T. McNerney, assistant secre- 
tary, has been elevated to the vice-presi- 
dency of the company. He started with 
the concern in 1902 and has 
through every department. 

James M. Camp has been made secre- 
tary of the company. He has beeen with 
the company for seven years. B. F. Pen- 
nington, with the organization for 20 years, 
has been elevated to the position of as- 
sistant secretary. 


worked 


Reading Iron Appoints McHenry 

The Reading Iron Co., Reading, Pa., 
announces the appointment of E. W. Mc- 
Henry as distrist sales representative in 
Houston, Tex. 





H. M. Melchior Passes Away— 
Was Bright & Co., Gen. Mgr. 


Howard M. Melchior, connected with 
the firm of Bright & Co., Reading, Pa., 
for the past 30 years, died at his home 
in Wyomissing Hills, Pa., on Saturday 
morning, March 2. 

Born in Baltimore, Md., on May 5, 1871, 
Mr. Melchior came to Reading in 1889 and 
entered the employ of Bright & Co. in the 
sporting goods department. He became 
sales manager at the time the firm dis- 
continued their retail business, and in rec- 
ognition of his faithful services was ap- 
pointed vice-president and general man- 
ager of the company during the past year. 

In later years he took an active part 
in civic affairs and was recently appointed 
a trustee of the Reading Rotary Club. He 
faithfully believed in a closer cooperation 
of hardware jobbers, and during the years 
1926-27 served as president of the Penn- 
sylvania Wholesale Hardware and Sup- 
ply Association. At the time of his death 
he was chairman of the board of directors 
of this association. 

His untimely death, which occurred 
after a two weeks’ illness, was a great 
shock to his many friends and business 
associates. 


J. W. Cleveland Hardware Co. 
Leases Large Paterson Mill 


J. W. Cleveland Hardware Co., hard- 
ware jobber at 157 Van Houten Street, 
Paterson, N. J., has taken a long term 
lease on the T. A. Kelly mill, Clay and 
Straight Streets, Paterson, and will move 
in, on or about April 1. 

For many years the company conducted 
a retail hardware business in Paterson, 
but for the past several years has devoted 
itself entirely to the wholesale business. 
The new location affords the company 
more than 30,000 sq. ft. of floor space, 
together with a railroad siding. The com- 
pany will have 14,000 additional sq. ft. 
in the new location. 

The new site is considered perfectly 
suited for a wholesale hardware business, 
due to its central location and proximity 
to both the Erie and D., L. & W. rail- 
roads. 

Leslie Van Wagoner, president of the 
company, consummated this deal. He en- 
tered the concern as a boy, advancing until 
at the present he is president and treasurer. 

Manufacturers are requested to send the 
company their latest catalogs. 


J. R. Moore Now President 
Capitol Iron Works Co. 


J. R. Moore of the hardware firm, 
Welsh & Moore, in Fairbury, Neb., was 
recently made a vice-president of the Cap- 
itol Iron Works Co. of Topeka, Kan. 

Mr. Moore will retain his interest in the 
Fairbury store, which is under the man- 
agement of James Walsh. Simultaneously 
with the election of Mr. Moore, it was 
announced that the capital stock of the 
iron works was increased from $50,000 to 


$200,000. 
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Devoe & Raynolds Co., Inc., 
Announces Personnel Changes 


Devoe & Raynolds Co., Inc., 1 West 
Forty-seventh Street, New York City, an- 
nounces several personnel changes. W. J. 
Tonks has been made superintendent of 
Plant No. 1 in Brooklyn, N. Y. Kenneth 
Adams has been made superintendent of 
Plant No. 2, also in Brooklyn. M. J. 
Murphy is the new superintendent of 
the Varnish Production Plant No. 4 in 
Newark, N. J. James Wilson is now su- 
perintendent of the Artist Material Pro- 
duction Plant No. 4, in Newark, and Wil- 
liam Howe has been made manager of 
Order and Billing Department at the No. 
1 Brooklyn plant. 


or 


The Stuebing Cowan Co. Has 
Enlarged Holyoke, Mass., Plant 


The Stuebing Cowan Co., builder of 
lift and industrial trucks and skids, with 
general offices in Cincinnati, Ohio, and 
plants in Cincinnati and Holyoke, Mass., 
has recently enlarged its Holyoke plant. 

Due to the demand for its product, and 
especially in New England and the East, 
the company found it necessary to triple 
its capacity. Considerable new equipment 
was added. The company reports 1928 as 
the largest year ever had, but so far this 
year all records have been smashed. 





Zenith Enlarges Its Plant 
—Will Grant Patent Licenses 


The Zenith Radio Corp., Chicago, III. 
has taken over a factory adjoining its 
present plant, providing 250,000 additional 
square feet of floor space. This new 
space was made necessary by increased 
production. 

Announcement is also made by E. F. 
McDonald, president, that the United 
States Patent Office has recently granted 
the H. N. Marvin automatic tuning pat- 
ents, which application has been in the 
Patent Office since 1924. 

“Zenith has withheld the issuing of auto- 
matic tuning licenses to competitive manu- 
facturers until this patent was issued,” 
stated Mr. McDonald. “We will now 
consider issuing licenses, as we have had 
numerous requests in the past year from 
manufacturers of high quality radio for 
the right to use our automatic tuning 
feature.” 





Stanley E. Kraft to Head 
Curtis Store Lighting Div. 


Curtis Lighting, Inc., 1119 West Jackson 
Boulevard, Chicago, IIll., announces the 
appointment of Stanley E. Kraft as active 
directing head of its store lighting divi- 
sion in Chicago. 

The purpose of this division is to make 
merchandising with light a practical sci- 
ence, to help dealers with store and win- 
dow lighting problems and to develop new 
ideas on illumination. 

In a recent announcement, Curtis Light- 
ing, Inc., states that lighting problems or 
requests for information on the lighting 
of show windows, show cases, display 





cases, and the general lighting of the store, 
submitted to this department, will receive 
the personal attention of Mr. Kraft. 





F. S. Blackall, Jr., Becomes 
Vice-President and Gen. Mgr. 


At the recent annual meeting of the 
stockholders and board of directors of 
The Taft-Peirce Mfg. Co., Woonsocket, 
R. I., Frederick S. Blackall, Jr., was 
elected vice-president and general man- 
ager of the company. 

Mr. Blackall, Jr., is the son of the late 
Frederick S. Blackall, who for many years, 
until his recent death, was vice-president 
and general manager of the company. 
Upon his death in October, 1928, his son 
succeeded him as general manager of the 
company, by appointment of the board. 





C. H. Watkins Dies—Chairman 
Watkin-Cottrell Co. Board 


Charles Hunter Watkins, a veteran hard- 
ware man and chairman of the board for 
Watkins-Cottrell Co., hardware jobber of 
Richmond, Va., died suddenly at his home 
in that city on the morning of Feb. 20. 
He was 71 years of age and had appar- 
ently been in good health on the day be- 
fore his death. 

Mr. Watkins was associated with the 
hardware business throughout all his life. 
He succeeded his father as president of 
the Watkins-Cottrell organization, but re- 
tired from active management a few years 
ago to become chairman of the board. 

He is survived by his widow, a son 
and three daughters. 





Coleman Lamp and Stove Plans 
Addition to Chicago Plant 


The building plans of the Coleman Lamp 
& Stove Co., Chicago, IIl., have progressed 
to such a point that a permit has been 
issued to construct another large addition 
over the alley east of St. Francis Avenue 
so the building can extend from St. Fran- 
cis to Santa Fe. This addition will be 
four stories, 65 x 300 feet and will cost 
$75,000. 


—_——— 


Clinton Lock Co. Appoints 
Coren-Heller-Sheridan 


Coren-Heller-Sheridan, 15 Park Row, 
New York City, is now acting as north- 
eastern sales representative for the Clin- 
ton Lock Co., Clinton, Iowa. The firm 
is covering New England, New York, 
Pennsylvania and New Jersey. 





Spokane Hardware Co. Buys 
Audubon Hardware Co. 


A. P. Myers, vice-president of the Spo- 
kane Hardware Co., operating four retail 
stores in Spokane, Wash., announced on 
Feb. 27 that the company had purchased 
the Aubudon Hardware Co., 2629 North- 
west Boulevard, Spokane. 

This store will be known as Spokane 
Hardware No. 5 and will carry a complete 
stock of hardware, paint, sporting goods, 
radios and electrical appliances. 





H. N. Campbell, Jr., Manager 
McKinney Hinge Division 
Howard N. Campbell, Jr., has become 
manager of the Hinge Division for the 


McKinney Mfg. Co., Pittsburgh, Pa. 
He received his early schooling at Woos- 





H. N. CAMPBELL, Jr. 


ter College and later graduated from the 
University of Pittsburgh. He has been 
with the McKinney organization for nine 
years, first as statistician and then as 
office manager. 

Mr. Campbell will spend part of his 
time traveling in the interests of his 
division. 


Reading Iron Co. Has Opened 
New Orleans Sales Office 


Reading Iron Co., Reading, Pa., an- 
nounces the opening of a new district sales 
office at 1216 Hibernia Bank Building, 
New Orleans, La. This office will be 
under’ the direction of George E. Tyson, 
formerly of the Reading district. 





Berger Mfg. Co. Buys Van Dorn 
Metal Furniture Division 


Negotiations have been concluded for 
the sale of the metal furniture division 
of the Van Dorn Iron Co., Cleveland, 
Ohio, to the Berger Mfg. Co., Canton, 
Ohio, which is a division of the Central 
Alloy Steel Co. 

Both companies have been manufactur- 
ing complete lines of metal furniture. 





Cuban Sales Organization Can 
Handle American Line 


Francisco A. Real, P. O. Box 1681, 
Havana, Cuba, writes that he desires to 
communicate with a manufacturer of 
hardware, with the possibility of repre- 
senting this manufacturer in Cuba, West 
Indies and Central America. Banking and 
commercial references will be sent on re- 
quest. 
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A Four-in-One Garden Tool 


A new tool which can be used as a 
mulcher, weeder, rotary hoe and cultivator 
has been recently shown to the trade by 
the Rowe Mfg. Co., Galesburg, Ill. The 
“RO-HO” Gardener is operated like a 
lawn mower and has been designed to help 





gardeners: improve their crops with less 
effort and work. 

This tool has a revolving reel of eight 
spiral blades reaching from wheel to wheel. 
Each of these blades is reversible, one 
edge plain and the other having several 
hoe-like projections. As the tool is pushed 
along, these hoe points break up the top 





soil and pull out the weeds. Following % 
in. behind the hoe-point blades and under 





the ground is the scuffle knife that cuts off 
long weed roots. This knife then pitches 
all weeds to the top of the ground, where 
the sun kills them. 

The “RO-HO” Gardener is said to do the 
work of a hoe and rake, with less effort 
and with a great saving of time. It can be 
used to make planting rows, will mulch a 
strawberry bed and keeps the secondary 
crust of dirt from forming. The manufac- 
turer states that there is nothing to get 
out of order and that a child can use it. 

Made in four sizes, attractively finished 
and packed for shipment in individual car- 
tons. The illustrations show the “RO- 
HO” with the shovel blades in the air and 
the soil being broken by the rotary blades 
and also the shovel blades in action. 





A Small, Handy Flashlight 


A colored flashlight, designed to sell at 
a popular price, has been recently offered 
to the trade by French Battery Co., 30 
North Michigan Avenue, Chicago, Ill. The 
Ray-O-Vac “Flasher” is said to be con- 
venient in size, practical in use, and de- 
signed to throw a bright, clear light, equal- 
ling the beam of higher priced lights. 

The “Flasher” is a two-cell capacity 
light, compact to fit into the pocket and 
has a durable metal case finished in red, 
blue or green. The product is equipped 
with a genuine Mazda lamp, satin-finish 
reflector, and a heavy glass lens. The bat- 
tery and lamp may be renewed, as con- 
venient renewable batteries are provided 





in colors to match or contrast with the 
heads. 

Ray-O-Vac “Flashers” are packed 15 
to an attractive display carton, including 
all colors. 








An entirely new and very complete line 
of display fixtures, known as the “Sho- 
Well” line, has been placed before the 
trade by J. D. Warren Mfg. Co., 208 
Washington Street, Chicago, III. 

The manufacturer claims that mass pro- 
duction of this line has resulted in lower 
prices than ever before for similar equip- 
ment, embracing the latest approved de- 








signs and merchandising ideas in hard- 
ware store fixtures. 

Construction, workmanship and mate- 
rials are in keeping with the Warren repu- 
tation. Every unit is built to exacting speci- 
fications—subjected to rigid inspection. 

Six of the many available types of units 
are illustrated. Ledge display, which is 
gaining in favor with many dealers, is a 
feature in the first two sections, while the 











Warren’s “Sho-Well” Line of Fixtures 





An Electric Burglar Alarm 


The Yaxley Mfg. Co., 217 North Des- 
plaines Street, Chicago, Ill., has placed on 
the market a complete, self-contained bur- 
glar alarm for the home. It is known as 
the Yaxley Guardian Home Burglar 
Alarm. 

This alarm works on the closed circuit 
system and includes the alarm cabinet with 





sensitive relay, bell, batteries, testing key 
and trap. This last mentioned item con- 
sists of a swiveling receptacle and jack, 
insulated flexible conductor, attachment 
plug and an automatic reel which serves 
the double purpose of keeping the conduc- 
tor at the proper tension and retrieving 
and housing the conductor when the trap 
is disconnected. 

The manufacturer states that the trap 
may be set so as to extend across a door 
opening, or the conductor may be looped 
over the door knob, threaded through a 
window lift, attached to a window shade, 






@ 
2 


curtain or portiere. The alarm cabinet is 
usually installed in the sleeping quarters 
and the extension bell may be installed in 
some other premises adjacent to the house 
that is protected. 












third section provides for the concentra- 
tion of wrapping paper, twine and cash 
register in a convenient location. 

All desired arrangements of cabinets 
and bases are obtainable and units are 
interchangeable to meet the requirements 
of each dealer or store building. 

Catalogs and price lists on “Sho-Well” 
fixtures are ready for mailing to dealers 
desiring additional information. 
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(GENERAL MARKET NEWS 








Hardware Trade Marking Time— 
Good Spring Business Expected 


NEW YoRK, March 12.—Reports from important market centers 
indicate that the hardware trade of the country is marking time 


awaiting the arrival of real spring* weather. 


As an indication of 


the present trend it is noted that with the appearance of even a 
semblance of spring temperatures, demand is immediately felt. Job- 
bers and retailers are confident of a good spring volume of trade. 
Meantime the averages are well maintained. 

“The unemployment existing at present is entirely of a seasonal, 


nature,” says the Federal Reserve Report. 


“Cases of distress due 


solely to unemployment are estimated to be about one-half as 


numerous as a year ago.” 


Residential building has shown a decrease while other types of 
construction have gained, the latter having shown an increase of 


16 per cent. 


Hardware dealers reported for January the largest decrease in 


stock since December, 1927. 


Prices remain very firm and collections are fair. 


Farm Price Index Reaches Pre- 
War Level of 136 Per Cent 


The index of the general level of farm 
prices advanced from 133 to 136 per cent 
of the pre-war level from Jan. 15 to Feb. 
15, according to the Department of Agri- 
culture on March 3. At 136, the index is 
1 point above February, 1928, and the 
highest February figure since 1926. 

The advance in the index of farm prices 
from Jan. 15 to Feb. 15 was due to higher 
prices received for all grains, fruits and 
vegetables, cotton, cottonseed, hogs, lambs, 
chickens and work animals which more 
than offset declines in the farm prices 
of beef cattle and veal calves and sea- 
sonal declines in butter and egg prices. 





Predicts New High Record for 
Production and Profits 


The National Park Bank, in its Febru- 
ary bulletin, says that in the judgment of 
Prof. David Friday and other well-known 
economists, the present year will establish 
a new high record for production and profit, 
with probably higher prices for leading 
stocks during the last six months of 1929 
than have yet been touched. “These fore- 
casts are very interesting and suggestive 
of the growing optimism of American 
people, which is not perhaps surprising 
when the unprecedented achievements of 
American industry during 1928 are taken 
into account. Professor Friday contends 
that the greatest fallacy is the belief that 
brokers’ loans constitute money withdraw- 
als from industry. He says that from 80 to 
90 per cent of such loans really stand to 
the credit of industry. This view is highly 
enlightening, and while some may take se- 





rious issue with it, the outstanding fact 
is that the United States banking system 
is functioning admirably, that there are 
ample credit resources still available, that 
business is being conducted for the most 
part conservatively, and that, notwith- 
standing the sharp advances in specific 
commodities, there has been no general 
rise in commodity prices of the type that 
could create an unsound inventory posi- 
tion.” 





Chain Store February Sales Show 
General Increase 


February chain store sales reported on 
March 5 showed a fairly general increase 
in business, compared with the same 
month in 1928. S. S. Kresge announced 
sales amounting to $9,774,318.10, compared 
to $9,319,662.38 the year before. This is 
an increase of 4.87 per cent. 

A decrease of 0.9 per cent is reported 
by McCrory. Sales amounted to $2,843,- 
335, compared to $2,870,077 in 1928. Na- 
tional Bellas Hess also reports a decrease 
of 2.79 per cent. February, 1928, sales 
were $2,625,775: for February, 1929, they 
were $2,552,431. 

Federal Bake Shops, Inc., reports sales 
for the month of February amounting to 
$361,130, as compared with $336,029 for 
the same month in 1928, an increase of 
$25,101, or 7.47 per cent. For the first 
two months of this year sales are reported 
as $713,423, against $657,980 for the same 
months last year, an increase of $55,443, 
or 8.43 per cent. 

G. C. Murphy Co. reports total sales 
for February of $909,960, compared with 
$672,743 in 1928, an increase of 35.26 per 
cent. For the first two months of the year 





sales totaled $1,724,107, against $1,271,- 
086, a gain of 35.64 per cent. 

Net sales of the McLellan Stores Co., 
including sales of the recently acquired 
Green Stores Co., were $1,209,846 in 
February of 1929, compared with $840,048 
ini February of 1928, ‘an increase ‘of $369,- 
798, or 47.2 per cent.,.“Net ‘sales for the 
first two months of 1929 were:-$2,374,751, 
compared with $1,614,031, an tmerease of 
$760,720, or 47.1 per cent i 


+. 2 


Prof. Irving Fisher Reports Price 
Average at 98.4 Per Cent 

Prof. Irving Fisher,of Yale University 
announced on March 3 that the previous 
week’s wholesale commodity prices, based 
on Dun’s quotations, averaged 98.4 per 
cent. The February average was 97.7 
per cent. The purchasing power of the 
dollar was 101.6c. on a 1926.basis of 100c. 
The February average was .102.3¢., says 
the Journal of Commerce. parc 

Crump’s index of English prices for the 
week on the revised 1926 level: was 93.8. 
The February average was 93.2. 

The Italian index on the revised 1926 
level for the week ended ‘Feb. 23 was 


76.3. 


Barring Bad Credit Situation 
Business Outlook Appears Sound 


General business, as far as statistics 
which have been received for the past six 
or seven weeks from various quarters 
show, is keeping up the pace established in 
the last months of 1928, and most author- 
ities look for a continuation of this ac- 
tivity for the first half of the.year, There 
has appeared only one obstacle which may 
prevent this—namely, an accident in the 
credit situation, which would react unfa- 
vorably upon business, says, the current 
Bache Review. 

It may be said that thus far there has 
been no effect except psychologically, upon 
business, by reason of the vast sums em- 
ployed in the ,speculative markets. It is 
true that building construction has fallen 
off somewhat, but this has yet to be proved 
to be entirely or even mainly due to high 
money rates. We have had many tempo- 
rary declines in building in the last sev- 
eral years, and each time it has been ob- 
served and believed that building had at 
last reached its peak because the shortage 
had been made up, and consequently build- 
ing must be expected to decline for some 
time. But each time the industry has re- 
covered, and later on has exceeded ‘its past 
performances. Isn't it beginning to be ap- 
parent that it is not shortage in housings 
or in office needs that has kept up the 
amazing activity in building, but the desire 
for greater yield, and to a certain extent 
a speculative fever, which has produced 
this result? This accounts for the surpris- 
ing destruction of perfectly good buildings, 
some of them not seven or eight years old. 
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Pittsburgh Jobbers and Retailers Await 
Spring Demand—Prices Steady 


(Pittsburgh office of HARDWARE AGE) 


~ PITTSBURGH, March 12.—The fact that the base metal continues 
to advance keeps the price of brass goods moving higher, and it is 
estimated that in some lines the total of the advances since copper 
started to rise now number sixteen. Rope went up March 1, but 
sole leather after a long period of strength has lately weakened. 
An advance of 4c. per pound recently was announced in white lead, 
the first change in fully a year. Hardware business is not particu- 


larly satisfactory to either wholesalers or retailers. 


It is early for 


much of a movement of spring goods and the demand for seasonal 


goods is largely piecemeal. 
desired. 


Collections still leave something to be 





BOLTS, NUTS AND RIVETS.—De- 
mand may be called fairly active, with 
prices holding steady as a result of the 
application of the distributive plan de- 
veloped about a year ago. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.8. PITTSBURGH: 
Boits.—All styles except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list; ‘stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list 
mA... Nute—All” styles, 60 per cent off 
st. 
Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinner’s riv- 
ets, 60 per cent off list. 


BRASS AND COPPER GOODS.—With 
crude copper selling at the highest 
prices in years and with the tendency 
still upward, it is not surprising that 
the products of copper and of brass in 
which there is such a high percentage 
of copper should still be advancing. 
Brass globe valves are higher. New 
and higher prices have appeared on 
copper bull rings, soldering coppers and 
copper teakettles. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 
aart Globe toe —% in., 33c. 
‘fh fe -+ % in., 50c.; ‘1 in. 
te: ; 


Nes Bull Rings. —No. 21, $3 doz.; 
No. 25, $15. 

Ne igering g tty —Il-lb., 45c. ~w 
Ib.; 1% Ib., 40c.; 2 Ib. 39¢.; 2% 
38%c.; 3 Ib. and up, 36c. 

Copper fe ng Kettles.— No. 18, $16.20 
om doz.; ln $18.60; No. 38, $21; 

o. 39, $20.50 


BUILDERS’ HARDWARE.—There is 
a gradual increase in the demand, but 
real spring activity is yet to develop. 
Prices remain very firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
ae in 3 . 3 in., — +" per 100 pairs; 

x 3% i $19; 4 in., $30. 

inges.—Heavy yt a, 6 in., $1.85 
per doz.; 8 in., * 85; 10 x 3 
extra heavy x 61 "$2.30 per doz.; 
8 in., $3.40; 10° in., "$6. 40; light strap, 
with may, » packed one pair in a 
box, 3 r 100 pair; 4 in., 


we tg sigh. ¥ 3 9 $11 per 100 pair: 
Shy —Hinges, without screws, 








single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1.05; safety, 3 in., 
oe. A oad doz.; 4% in., $1.14; 6 in., 


$1.6 

* Garage Sets.—Swinging hinges, 10 

$3 per set. 

"Look Sets.—Heavy beveled, brass 
inside, $17 per doz.; front door, $2.50 
per set; steel inside, $5.25 per doz.; 
front door, $1.65. 


ELECTRIC DRILLS.—There is always 
some demand for this line. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
No. 141, $24 each; No. 142, $32; 
te $48; No. 562, $35.20; No. 382, 


FERTILIZER.—Call is growing as 
plans take shape for spring garden 
work. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Old Gardner, cases of 24 1-Ib. car- 
tons, $2; 48 1-lb. cartons, $3.80; 10 
5-lb. bags, $3.20; 5 10-lb. bags, $2.75; 
2 25-lb. bags, $2.25; 50-lb. sacks, $2 
each; 100-lb. sacks, $3.50 each. 


FILES.—This is an item for which 
there is always some call. __, 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Disston, 50 and 10 per cent off list. 
Nicholson and Black Diamond, 50 per 
cent off list. 


GARAGE VISES.—This line finds a 
pretty constant demand. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 
ants 43, $2 each; No. 43%, $3; No. 


PAINTING SUPPLIES. — Lead has 
been marked up %c. per lb., the first 
change in price in fully a year. Oil is 
firm. Turpentine is down slightly. 
Good movement is noted on spring or- 
ders, but current demands are mod- 
erate. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. PITTSBURGH: 


Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 13%c. per Ib. 
in 100-lb. lots; 10 per cent less in lots 
of 500 ib. or more, and extra 4 per 
cent less in lots of a ton or more; 
turpentine, 73c. r . in barrel 
lots; raw linseed oil, 12c. per Ib. 
in barrel lots. 





POULTRY NETTING.—Good move- 
ment is reported. Jobbers quote retail- 
ers f.o.b. Pittsburgh, galvanized net- 
ting at 50 and 10 per cent off list after 
weaving. 


POULTRY SUPPLIES.—Business is 
seasonally good in these items. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Incubators.—No. 1, $21 each; No. 
2, $24.50; No. 3, $32.55; No. 4, $38.50; 
Noe i6E, $15.75; No.’ 17E, $21; ali 
prices net. 

Brooders.—No. 117, $10.33 each; No. 
118, $12.95; No. 119, $15.75; No. 80, 
$1225; No. 81, $12.95: No. 101, $18.55; 
No. 102, $22. 50; all prices net. 

Fountains, Etc.—Fountains, 25c.. to 
$1 each; feeding troughs, 20c. to 
each; mash hoppers, $1.30 to a 10 
each. 

Cel-O-Glass.—In 100-ft. rolls, "42c. 
per ™. ft.; in 50-ft. rolls, 12%c. per 
sq. ft. 


SASH WEIGHTS.—Not much activity 
yet is reported. Jobbers quote retail- 
ers $42 per net ton, f.o.b. Pittsburgh. 


STEEL PITCHING SHOES. — Some 
demand is reported. Jobbers quote re- 
tailers, f.o.b. Pittsburgh, oval pattern, 
70c. per pair; flat pattern, 80c. 


WIRE PRODUCTS.—Nails are moving 
with a little more freedom. Fence and 
fencing supplies are improving as 
spring approaches. Fall dating terms 
have been announced on woven wire 
fence for Southern shipment. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 


Fence Wire 

per 100 lb. Annealed Galvanized 
we. 6 to 9 Sage.c.. 2 $3.00 $3.45 
v 0 06 50 





oe ee ere $2.97 
SR ery ea 3.18 
oe a ee mer atest 3.43 
Sa SEED 3s hom aice Goce eae sate 3.17 
2-point cattle (special)......... 2.25 


Field Woven Wire Fence, per 100 





guaitier mesh: 


Oe SS rrr err ts ee $37.00 
SS Se rey eee 44.50 
SS ee errr 52.00 
Re Bee reer rm ar 60.00: 


Steel Fence Posts: 
Galvanized Painted 
Tubular Angle Steel 


Se Fee ee eS ee 
ESR oF 55c. each 38c. each 
OS; See 65c. each 40c. each 
‘ 


re eee 45c. each 
right nails, base, per keg, $3. 
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Chicago Sales Are Satisfactory—Some 
Prices Are Higher 


(Chicago Office of HARDWARE AGE) 


CHICAGO, March 14.—Business with local jobbers, while rather 
quiet in character at present is reported as satisfactory consider- 


ing the season. 


Warmer weather has caused prolonged thaws in 


this trade area, and as a result highways are no longer blanketed 
with snow and ice. Paved roads are in good shape, but dirt roads 


are practically impassable. 


Dealers in rural communities have suf- 


fered some loss of trade on this account and also because of the 


lessened need for winter goods. 


Staple lines are moving in normal volume and the size and num- 
ber of future orders show the prevailing spirit of optimism among 
the retailers served by the Chicago wholesalers. 

Advances are effective on lock sets and manila rope. Lock sets 
are 50c. per dozen higher and manila rope was advanced 2c. per 
pound. Prices on wheelbarrows are higher this season, while lawn- 
mowers are at lower figures than last year. 





Advances are declared likely on: coil 
chain, copper rivets, copper wire, brass 
light sockets, gasoline blow torches and 
brass butts. 

Conditions for agriculture are gener- 
ally favorable, with the frequent snows 
providing the soil moisture needed in 
the spring. Some injury to the winter 
wheat crop by ice covered fields has 
been reported, but the extent of the 
damage cannot be determined until 
early in the spring. The situation for 
the livestock industry is reported as 
generally satisfactory. Livestock has 
wintered well, but requires heavy feed- 
ing. 

The situation in the Chicago district 
of the steel industry is unchanged. 
Production remains at 95 per cent of 
capacity, with prices firm and well 
maintained. 

Collections have the same status, 

with receipts averaging from fair to 
normal. 
AUTOMOBILE ACCESSORIES.—The 
demand for winter accessories has de- 
creased. Prices on tires and tubes 
were recently revised. 


JOBBERS’ rage acre! TO RE. 
TAILERS, F.0.B. CHICAGO: 
Spark Plugs.—Splitdorf for Fords, 
pane eo regular, 58c. each; Cham- 
= X, 45c. éach; Champion Blue 
x line, 53c. each; A. C., 58c. each; 


lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 


Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 
Jacks.—National Standard, No. 21, 


$1.30 each. 
Pumps.—Rose, 1% in. cylinder, 
$1.85 each. 
as and Tubes. eee a, 
x 8% Liberty cord, $4.8 
held heavy duty oversize, 36 50: Lib- 
erty 32 x 4, $9.50; Mansfield heavy 


duty, 32 x 4, ve 50; ay double 
service 29 x ant ‘$13.2 5; 32 x 6.50, 
27.60. Tubes —3 3%, nsfield, 
1.30 each; 29 x N 40 Mansfield, $1. 50 
each; 30 x 8% Liberty, $1.05 each; 
29 x 4.40 nw. $1.29 each; 32 x 
6.50, $2.70 each 





BICYCLES.—A good spring business 
is expected. Prices remain steady and 
unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
CHICAGO: 


TAILERS, F.O.B. 

Double Bar Motor-Bike Model, 
$26.25; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, 3.60. 


BOLTS AND NUTS.—Sales are nor- 
mal and prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Carriage bolts, cut thread, 60 per 
cent discount; machine bolts, cut 
thread, 60 per cent discount; all stove 
bolts, 75-10 per cent discount; lag 
screws, 60 per cent discount. 

All discounts are quoted from ‘‘full 
case’’ lists. 


BUILDERS’ HARDWARE.—Lock sets 
have been advanced 50c. per dozen by 
local jobbers following manufacturers’ 
advances. Prices on butts remain un- 
changed for the present. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
3% x 3% steel butts, old copper 
and dull brass finish, $2.16 per doz. 
air in case lots; less quantities, 
2.34 per doz. pair; 4 x 4 steel butts, 
old copper and dull brass finish, $3 
per doz. pair in case lots; less quan- 
tities, $3.12 per doz. pair; heavy steel 
bevel inside sets, $5 per doz. sets, 
case lots; steel bit-keyed front door 
sets, $1.45 per set; wrought Ss, 
bit-keyed front door sets, $2.60 per 
oi cylinder front door sets, $6 per 
set. 


CHAINS.—A very good demand is re- 
ported. It is rumored that further ad- 
vances in prices will become effective 
soon. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

%-in. Proof coil chain, $8.75 cwt. 
base; Trade marked coil chains, 40- 
10 per cent off list. 

COPPER RIVETS AND BURRS.— 
Local stocks are about exhausted, and 
jobbers will be forced to follow manu- 


‘facturers’ advances when the supply is 


replenished. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 





Copper rivets and burrs, 30-10 per 
cent discount. 


EAVES TROUGH, PIPE, ETC.—It is 
a little early for the demand to reg- 
ister in earnest. Prices show no change 
from last season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O0.B. CHICAGO: 

28 gage aiegie head lap joint gut- 
ter, 5-in., $4.50 per 100 7 j pte ag 
conductor pipe, 3 in., + pe 100 
ft.; plain ridge roll, 1% = $3.65 per 
100 t$ i a conductor elbows, 
3 in., "$1.51 doz. 


ELECTRICAL MERCHANDISE. 
Manufacturers have advanced brass 
sockets 5 per cent and No. 14 rubber 
covered wire 2% per cent. Local 
wholesalers, on this account, will prob- 
ably follow the advances in the near 
future. 


JOBBERS’ queT AT a TO RE- 
TAILERS, F.O.B. CHICAGO: 

Electrical Merchandise.— No. 14 
rubber covered wire, $6 per 1000 ft.; 
in less than 1000 ft. lots, $6.50; No. 18 
lamp cords, $11. 25 per 1000 ft.; in 1000 
ft. lots, $10.50; %-in. brush brass key 
socket, 13c. each; lots of 25, 12%c. 
each, ‘two- -way plugs, 45c. each; in 
lots of 10, 40c. each; two piece at- 
tachment plugs Tec. each; dry cells, 
boxes of 55, 83%c. each; less than 
case lots, 35¢. each. 

Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, $3.90; Sun- 
beam, $5; in lots of six, $4.75; Per- 
colator, Universal 9169, $16. 65. 

Radio Supplies.—Radio B batteries, 
D 779 E, $1.40 each; case lots of 5, 
- 30; No. 770, $3 each; packages of 

5, $2.80; No. 772, bo 06 each; packages 
of 5, $1.92; No. $3.20 each; pack- 
ages of 5, $2. st: ee 485. Layerbilt 
seetery. less than standard packages, 
$2.22 each; in original standard pack- 
ages, $2. 06 each. 

Radio Tubes. —UX-201A, 97%c.; 
UX-199, $1.46%4; UX-227, $2. 60; UX- 
171A, $1. 78%. 


FIELD FENCE.—Early sales are in 
good volume. No price changes since 
last season. 
JOBBERS’ QUOTATIONS TO RE- 
CHICAGO: 


TAILERS, F.O.B. 
726-6-12%4, $28.68 per 100 rods; 1948- 
6-14%, $43.62 per 100 rods; 2158-6- 


14%, $48.98 per 100 rods. 


FILES.—According to lecal jobbers, 
power grinding and machine sharpen- 
ing have not lessened the file demand 
to any appreciable extent during the 
last few years. Steady prices prevail. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. CHICAGO: 


First grade, 50 per cent; medium 
grade, 60-10 per cent. 


GASOLINE, BLOW TORCHES.—A 
very good demand is reported. It is 
rumored that a sharp advance ean be 
expected in the near future. 
JOBBERS’ Nets ae a RE.- 
TAILERS, F.O.B. CH 
Quart size, brass nom pin 
blow torches, professional quality, 
$5.40; for home use, $3.00. 
GARDEN HOSE AND LAWN 
SPRINKLERS.—Some business is be- 
ing taken in future orders. Prices on 
garden hose have a firmer tendency. 
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JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Good quality molded garden hose, 
two braid, % in., 7c. per ft.; % in., 
8c. per. ft. Molded hose, one braid, 
%-in., 64%4c. per ft.; %-in., 7%4c. per 
ft. Five ply, wrapped hose, % in., 
9%c. per ft. Lawn sprinklers, Rain 
King, $28 doz.; Original, fountain 
sprinklers, $6 doz.; Rainbow, 38 in. 
high, $24 doz. 


GLASS AND PUTTY.—The call is 
normal for the season. If any price 
change is made, it is likely to be up- 
ward in .character. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CHICAGO: 
Single strength A, all brackets, 85 
per cent discount; single strength B, 
all -brackets,. 87 per cent discount; 
double. strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount; 
putty, pure grade, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 Ib. 


GRASS CATCHERS.—Activity is con- 
fined to future orders. Galvanized 
bottom types are lower in price this 
season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Adjustable, galvanized bottom 
catchers,,for 14 to 16 in. mowers, 
$8.25 per dozen in full packages. 
Adjustable, galvanized bottom, catch- 
ers for .18 to 21 in,, mowers, $9.00 per 
dozen in full packages. Adjustable, 
plain canvas bottom, catchers for 12 
to 16 in. mowers, $5.90 per dozen; 
adjustable,* plain canvas bottom 
catchers, for 18 to 21 in; mowers, 
$7.60 per dozen. 


HAMMERS AND HATCHETS.— 
Cheaper grades on “Table Sellers” are 
in good: demand. The staple $1 and 
$1.50 values are selling freely. Prices 
firm and with no recent changes. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. CHICAGO: 

Hammers.—First quality 10 fo 
nail hammers,’ $12 doz.; 16 oz. 
chinists’ hammers, first ‘quality, $9. 20 
doz:; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 

Me ges a quality . hatchets, 

shingling, $12.50 doz.; first 

quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets. No. 2 
shingling, $8 doz.; medium -quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, AGRICULTURAL. — Ac- 
tive demand at unchanged prices. 


JOBBERS' QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 
Handles, Agricultural.— Hay fork 
handles, straight, chucked and bored. 
X 4, ft., $2.40 per doz: 4% ft., $2.70 
per. doz.; XX 4 ft., $3.90 per doz.; 
4% ft., $4.20 per doz.; Ash fork 
—— bent, chucked and bored, X 
4/ft,, $2.90; per, doz.; 4% ft.; $3.20 
per doz.; Ash hay fork handles, bent, 
3.98, pen ey ns cep: =x. . ft., 
r doz t., $5.25 per oz.: 
ae "$6.15 per doz: 4% ft., 
aes 501 yee “aoz.: > Bent manure fork 
panties, piain, "X4 ft., $3.05 per doz.; 
4% ft., $3.40 per doz.; XX 4 ft., $4.65 
per: doz.; :4% ft.,.$5: per doz.; Bent 
manure for handles, with, -.strap, 
ferrule and cap, X 4% ft., $5.25 per 
doz. XxX 4 ft. $6.65 per doz; 4% 
$7.10 tong Garden hoe han- 


aise, , $2.60 per doz.; XX 
46 : .1%' per doz.; Rake han- 
dies, 'Mrsieoft, $3.55 per, doz; XX 
5% dts 5. per doz., 8 r* tag handles, 
regular pattern, 4 ., $4.25 per 
doz.; i dox.; D 


ft., $5. , 

Sh vel handles X, $5.25 per doz. ; 

per doz.; b> hte D Spade 

handies, : ve per doz.; D. Shovel 

handles, D. LL. top. $4.45 per 
doz.; Sturd- En ‘top, $4.50. 


HANDLES, HICKORY .—There is little 
sale for the ‘low grade stock, but de- 
mand centers largely on white ‘second 
growth quality.’ Prites are steady, but 


have not ‘changed for several months. 


buying movement, due _ to 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Handles, Hickory.—No. 1 hickory 
ax handles, $4 per doz.; No. 2, $3 per 
doz.; finest selection second growth 
white hickory handles, 65.50 doz.; 
special white second growth hickory, 
5 doz.; No. 1 hatchet and hammer- 
handles, 90c. doz.; second growth 
hickory hatchet and hammer han- 
dles, $1.75. 


ICE CREAM FREEZERS.—Future or- 
ders are active. New prices are quoted. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CHICAGO: 
White Mountain.—1 qt., $4.85; 


2 
gt. $5.65 3 sy $6.75; 4 qt., $8.25; 
$10.45; 8 qt., $13.50; 10 qt., 


at., 
$1800; 12 at, $21. 55; 15 qt., $25.60; 
0 at., $33. 20: 25 at., $42.60. Each 
list price. Dealers’ discount on 


White Mountain Freezers is 50 per 
cent from list. 

Artic.—1 qt., $4.00; 2 qt., $4.60; 
3 qt., $5.55; 4 qt., $6.80; 6 qt., 35 60; 
8 qt., $11.10. Each list price. Deal- 
ers’ discount on Arctic freezers is 50 
per cent from list. 

Alaska- ~——e Goose.—1 qt., $3.60; 2 
qt., $4.20; sor’ $5.00; 4 qt., $6.15; 
6 at., $7. 80; , $10.10; 10 at: $13.50. 
Each list ‘ae ” Dealers’ discount on 
Alasco-Grey Goose freezers is 33% 
per cent from list. 

Auto Vacuum.—1 qt., $3.50; 2 qt., 
$4.00; 3 qt., $5.00; 4 qt., $6.00. Each 
list price. Dealers’ discount on Auto 
Vacuum freezers, is 33% per cent 
from list. 

Acme.—2 aqt., bright galvanized, 
$8.00 per dozen net; 2 qt. blue en- 
ameled, $10.00 per dozen net; 4 qt., 
blue enameled, $18.00 per dozen net. 


LAWN MOWERS.—Activity is con- 


fined to futures. Prevailing prices are 
lower than last season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

16 in. ball bearing, 5 knife, 11 in. 
wheels, $12.00 each; 16 in. bail bear- 
ing, 4 knife, 10% in., wheels, $9.25 
each; 16 in. ball bearing, 4 knife, 
10 in. wheels, $7.00 each; 16 in. ball 
bearing, 4 knife, 8 in. wheels, $6.75 
each; 16 in. plain bearing, 3 knife, 
8-in. wheels, $5.25 each. 


NAILS, WIRE AND STAPLES.—The 


past ten days has seen a real volume 
better 
weather. Prices are very steady in this 
market. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

L.c.l. quantities common wire and 
cement coated nails, small orders out 
of Chicago stock, $3.20 per keg base, 
Mill shipment price is $3,035 base. 
Carload (36,000 Ib.) base for mill 
shipment, still lower. Steel cut nails, 
$4 base. 

No. 9 black annealed wire, $3.20 per 
100° Jb. 5. No. 9 galvanized, plain wire, 
$3.75 per 100 -1b.; catch weight spool 
galvanized cattle or hog wire, $3.80 
per 100 lb.; polished fence staples, 
$3.55 per 100 Ib. 


OIL:COOK STOVES, HEATERS AND 
SUPPLIES.—New models in ‘oil cook 


stoves are prominent in the orders for 
future requirements. Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

Perfection.—No. 72, 2 pemers, $18; 
No. 73, 3 burners, $23.25; No. 74, 4 
burners, $29.50: No. 279 oil ‘range, 
$129; No. 339 oil range, $140. Deal- 
ers’ discount on net purchases of less 
than $100, 30 per cert; on all net 
purchases, including and. following 
$100 qualifying order, 33% ‘per cent. 
On all purchases amounting to $250 
or more during calendar year, annual 
bonuses of from 2 to 10 per cent will 
be paid acterding to. volume of busi- 

r ness. 

Puritan. No. 42, 2 burners, $18; 
No. 43, 3' burners, $23.25; No. 44, 4 
burners, $29.50; No, 249" oil range, 
$122. Discounts same as Perfection 
stoves. 

Nesco.—No. 450 $60; No. 400R, 
$55" No. 215-1105, SS. 50; ‘No. 215. $41; 
































No, 214-1104, $38.50; =. 214, $30; No. 
213-1103, $30.50; No. $23. No. 
212-1102, $23.50; No. 1 518; No 211, 


$10. Prices quoted y%. for Nesco 
Zone No. 1, including Chicago terri- 
tory and are subject to dealers’ dis- 
count of 33% per cent. 

Ovens, Perfection. — No. sii, 1 
burner, plain door, $2.50; No. 211G, 
glass door, $2.70; No. 122G, 2 burn- 
ers, glass swing door, $6.50. 

Puritan.—No. 42G, 2 burners, glass 
drop door, $5.50; No. 42, 2 burners, 
steel drop door, $5.25. Dealers’ dis- 
counts on Perfection and Puritan 
ovens the same as on Perfection 
stoves, 

Nesco Ovens. mys 12, $1.80; No. 05, 


$2.10; No. S. 2.25; No. 010 $3.90; 
No. 19, $4; 22, $4: No. 026, $3. 50: 
No. 20, Et No. 030, $5; No. 


$4 30, 
$5.30; No. 0301, $6; No. 301, $6.30. 
Dealers’ discount 31-5 per cent. 

Perfection and Puritan Wicks.— 
$3.75 per dozen, $45 per gross. Deal- 
ers’ discount same as_ Perfection 
stoves. 

Oil Heaters.—Perfection, No. 510 
$6.25; No. 525, $7.25; No. 1525, $7. 75: 
No. 1530, $9. 95; No. 1630, $11. 50; No. 
1550, $9.50; No. 1560, $11; No. 1665, 
$13.50; No. 1670, $14.50. Perfection 
Firelight Heaters, No. 9.75; 
No. 1686, $16.50. Dealers’ discount 
same as Perfection cook stoves. 

Nesco Oil Heaters.—No. 12, $5.50; 
No. 15, $7; No. 016, %. = No. 1600, 


ai . 
Nos. 705C, 705D and 705E, 

Discount 30-5 per cent. 

Nesco Wicks, Cook Stove.—$3.00 
per doz., same discount as Nesco 
stoves. Nesco oil heater wicks, No. 
348, 40c. each list; No. 515 Giant, list, 
75c. each. Discount on Nesco heater 
wicks, 30-5 per cent. 


| PAINTS AND OILS.—Sales are nor- 
mal for the season. Prices are steady. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 


Linseed Oil, Raw.—Barrel lots, 87c. 


per gal.; 5 barrel lots, 80c. per gal. 

Linseed Oil, Boiled.—Barrel lots, 
0 3 per gal.; 5 barrel lotts, 82c. per 
gal. 

Denatured Alcohol. — Barrel lots, 
63c. per gal.; steel drums, extra, $6. 
returnable. 

Turpentine.—Drum lots, 73c. per 
gal., net. 


White Lead.—100 Ib. lots, $13.25: 50 
Ib. lots, $6.75; 25 Ib. lots, $3.40; 12% 
Ib. lots, $1.75. 

Shellac (4% lb. cuts).—White, $2.58 
per gal. in barrel lots; orange, $2.26 
per gal. in barrel lots. 

English Venetian Red.—In. barrels, 
5%c. per Ib.; in 100-lb. lots, 6%c. 
per Ib. 

Paid Paste.—Barrel lots, 7%c. per 


PYREX WARE.—Demand is_ good. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 


Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz, 

New Handled Casseroles.—Round, 
No. 622, $12 wt No. 623, $14 doz.: 
Oval, No. 632, $12 doz.; No. 633, $14 
doz.; Shallow "Oval, No. 642, $12 doz.; 
No., 643, $14 doz 

Pie Plates —No. Esq $6 per doz.; 
No. 209, $7.20 per doz. 

Tea ote 8 cup, — doz. ; 
$24 doz.; 6 cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.; No. 
232, $14 doz. 

Gift Sets.—No, 515, $3.43 per set. 


ROLLER SKATES.— Spring futures 
have started to show activity. Prices 
are steady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 


Union Hardware, . boys’, $1.40; 
Union Hardware, girls’, $1.50. 

Chicago baa Skates o. 101, 
$1.30; No. $1.40; No. 105, $1.40; 
No. 1181, $2.68: No. 183, $2.75; No. 
185, $2.75. i 


4. cup, 


























ROPE.—Effective March 1, manila 
rope was advanced 2%4c. per pound, a 
long expected change due to high fiber 
costs. Sisal prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Best manila ag brands, base 
22c. per Ib.; No. manila, 20c. per 
lb.; finest sisal, ibe. per Ib.; No. 2 
sisal, 14% c. per Ib. 

SANDPAPER. —Jobbers’ stocks are 
complete in anticipation of spring busi- 
ness. Prices remain steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

First quality, Flint ee 
11 _— $4.05 per ream; 1, 
ream; 2, $6.55 per ream. 

SASH a3 cage sti is improving 
with the approach of spring. Prices 
are steady. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

No. 7 standard brands, 
doz. hanks; No. 8, $9.35 per doz. 

; Competitive grade, No. 7, 
$7.70 per doz. hanks; No. 8, $8.80 per 
doz. hanks. 

SAWS, HAND.—The new light weight 
saws are especially active, though the 
demand is normally good on all types. 
Steady prices prevail. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

26 in., $29.50 doz.; 


x 
“ab per 


$8.15 per 


26 in., $33 doz.; 





26 in., $49.95 doz.; special, 26 in., 


Competition grade, $6.60 doz. 
SCREEN WIRE AND POULTRY 
NETTING.—Current sales and ship- 
ments are very lively. Prices un- 
changed. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CHICAGO: 
12-mesh, painted screen cloth, $1.95 
per 100 sq. ft.; 14-mesh, galvanized 
screen cloth, $2.65 per 100 sq. ft.; 


galvanized before poultry netting, 
50-10-5 per cent discount. 


SHEARING AND CLIPPING MA- 
CHINES.—Demand is normal. Spring 
weather should materially increase 
sales. List prices this season are higher 
than last. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Stewart, No. 1 clipping machine, 
$14 list; one man power shearing 
machine, $27.50 list; top plates, No. 
90 and 360, $1.50 each; bottom plates, 
No. 99 and 361, $2 each. Dealers’ 
discount, 30 per cent. Stewart elec- 
tric clipping machines, pedestal type, 
$80 list; shearing machines, $95 list. 
Dealers’ discount, 25 per cent. 


SCREWS.—Sales are apparently not 
affected by the new higher values. 
Market is steady and unchanged. 


JOBBERS’ babe Po pe ag RE.- 
TAILERS, F.O.B. CHICAGO 

Flat bright screws, 47% 
round head blued, 42% per cent; 


per cent; 
flat 
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per cent; round head 


head brass, 37% 
Larger orders, 


brass, 32% per cent. 

10 per cent less. 
SOLDER AND BABBITT.—Market is 
steady and unchanged. Sales volume 
only moderate. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
Warranted 50-50 solder, $35 per 100 


lb.; medium 45-55 solder, $33 per 100 
Ib.; tinners 40-60 solder, $30.50 per 
100 Ib.; high speed babbitt metal, $20 
per 100 lb.; standard No. 4 babbitt 
metal, $12 per 100 Ib. 


STEEL SHEETS.—Leading manufac- 
turers are advancing prices 10c. per 
ewt. and continuing the much criticised 
% of 1 per cent cash discount plan. 
Local jobbers have not advanced prices 
and are using the standard 20 per cent 
10-day discount terms. 
JOBBERS’ QUOTATIONS TO RE.- 


TAILERS, F.O.B. CHICAGO: 
24 gage galvanized sheets, $4.65 
per 100 lb.; 24 gage black sheets, 


$3.80 per 100 Ib. 
WHEELBARROWS.—Prices for 1929 
are slightly higher on standard grade 
contractors’ barrows. The light, steel 
leg, steel tray types known as “Home” 
barrows are offered at lower prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Light steel leg, steel tray barrows, 
$3.75 each; Contractors barrows, 4 
. ft. capacity, $6.00 each. 


Rains and Flood Conditions Cause Slowing 


Up of Atlanta Trade 


(Atlanta office of HARDWARE AGE) 


ATLANTA, GA., March 12.—Recent rains and ooded conditions are, 
no doubt, responsible for the very decided slump in business, as re- 


ported by Atlanta hardware jobbers. 


The four Southern States of 


Alabama, Georgia and the Carolinas have suffered immense losses 
from what threatened to be one of the most disastrous floods in 
years, but with the weather now breaking and with the subsiding 
of the high waters of the streams in these States, business is ex- 
pected to immediately resume its normal activities, and although 
for the past 30 days business has been only fair, with the approach 


of spring it is expected to show rapid improvement. 


Jobbers and 


retailers still appear optimistic and are looking forward to a good 


spring business. 


The Federal Reserve Bank in its sum- 
mary of general business conditions 
during January for the sixth district 
has this to say in regard to conditions 
in this section: 

“Merchandise distribution at whole- 
sale in the sixth district averaged 
slightly greater in January than in De- 
cember and was fractionally larger than 
in January a year ago. The volume of 
retail trade declined in January from 
the high level reached in December, but 
was 2.9 per cent greater than in Janu- 
ary last year. Debits to individual ac- 
counts, reflecting the volume of busi- 
ness transactions settled by check, de- 
clined 1.5 per cent in January com- 





pared with December, but was 11 per 
cent greater than in January last year. 
Following the interest period at the 
close of the year, savings deposits of 
83 reporting banks in the district de- 
creased 3.7 per cent in January, and 
were 4 per cent less than at the same 
time last year.” 

New construction started during the 
month of January in the State of 
Georgia amounted to $2,852,200, and in 
Atlanta to $1,942,000, according to F. 
W. Dodge Corporation. 

Analysis of the State’s construction 
record showed the following items of 
note: $1,692,400, or 59 per cent of the 
total, for residential buildings; $739,- 





700, or 26 per cent, for commercial 
buildings, and $172,000, or 6 per cent, 
for industrial projects. 

The following were the most impor- 
tant items in the city’s total: $1,241,- 
200, or 64 per cent of all construction, 
for residential buildings; $629,700, or 
32 per cent, for commercial buildings; 
and $50,000, or 3 per cent, for indus- 
trial projects. 

New contemplated work reported dur- 
ing January in Georgia amounted to 
$6,739,800. Atlanta’s total for new 
contemplated work reported last month 
was $2,577,600. 

Collections are reported as being only 
fair. 

ALUMINUM WARE.— Business is 
steady on aluminum ware. Stock is 


full. No change in prices. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 
Qt. Per Doz. 
G= Pak MOCHOR: sci cd eecuea $12.00 
6%4—Tea kettles .............. 16.50 
4—Convex kettles ............ 8.00 
6—Convex kettles ............ 8.50 
8—Convex kettles 12.00 
De MGOOMMONE aig cic duc cides tes 8.00 
S——POTCOIMLOLD: 0 ocak csciscscues 9.60 
S-SWOtOP POI ois cc ci gectcace 8.00 
10—Water pails ..... 9.00 
ee MN sb ov ccc tne canes 3.00 
SaRMEE GONE ocicccecectieces 3.50 
SEE ID gk cc cc accccacnws 4.85 
2%—Pitchers ............c000- 6.00 
CAPE Sind os 6 cee sners sieea 8.00 
a! | re 9.00 
Per I si dea nd ee cb ao ne 12.00 
RT=—-EIGT PAROS .n cc cccckess 16.50 
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BACK BANDS.—Business is only fair 


on back bands. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Per Doz. 
No. 79 hook back bands, 5 in.. $3.75 
No. 122 hook back bands, 5 in.. 3.75 
No. R19 hook back bands 5.00 
Humane back bands ..... 4.50 





Big Six back bands....... :. 6.00 
Back Band Webbing 





BATTERIES.—Business is hardly nor- 


mal on batteries and flashlights. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. ATLANTA, GA.: 
No. 485, $2.06; No. 486, $2. 97; No. 
No. 770, 


, » $1.30; No. 779, i. 30; 
No. 767, $1.92; No. 762, $1. 
No. 6 dry cells, ignition type, unit 
ckages, 32 cents eac 
Flashlight, No. 935, 6 cents each; 
50 iO cents; No. 90, 13 cents; 
765, cents; No. 750, 13% 
ae No. % 1, 13 cents. 
gaan’ Shot, No. 1461, $1. 67; No. 1661, 


Per ie. 100 Ft. 


CLOCKS.—Orders are about normal on 


alarm clocks. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. ATLANTA, GA.: 

Each 
Dee DRE is isiecswvacsics $1.03 
I IE his erie s ce ok 6000s 2.24 
i ED . osciccvoeesss 3.10 
Se ere 2.24 
Baby Ben Luminus ............ 3.10 
 . 4 . 2a 1.76 
Ben Hur Luminus .............. 2.46 
RR ee 1.25 
nn ia abl whee e sae Kove b 1.75 
DP  ccitcnnscd<s et.evcetes 1.40 
SRE“ -EMRUOER. noi cccccevevees 2.15 
Pocket Ben Watches .......... 1.03 
Glo Ben Watches ............. 1.55 


CORRUGATED ROOFING.—Roofing 
moving good at present. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. ATLANTA, GA.: 
$4.00 per square is quoted, with 10 
cents added for 11 and 12 ft. lengths. 


is 


COTTON COLLARS.—Cotton collars 


are moving fairly good. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. ATLANTA, GA.: 
Per Doz 
erry ee ee $12.00 
i dn. settpadcanoesen shew 8.50 
DE sc cwesrbsdadesbiviwbeune 13.75 
Nibvkwhiwedenesk ance wed 7.50 
COTTON MOPS.—Business is about 


normal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


Oz. Per Doz 

eee ee oor eran $5.50 

Boies tec nbveunabhbe acne ake 6.50 
FREEZERS. — Freezers are _ being 


booked for future delivery. Stocks are 


in good condition. 


JOBBERS’ QUOTATIONS TO RE- 
keer F.0.B. ATLANTA, GA.: 


cat Steel Frame.—1l at., 
3.85; 3 


$3. oy qat., $4.60; s at., 
$5.60: é t., $7.10; 8 a. $9.20; qt.» 

12.25; 12 qt., $13.75; 16 qt., $19: 0; 
20 qt., $24.80. 

Snow Ball, Steel Frame. —1 
$4.00; 2 qt., $4.65; 3 qt., $5.55; 4 qt., 

85; 6 qt, $8.60; 8 qt., $11.10; 10 qt., 

14.85; 12 qt., $17.80; 16 qt., $21.10; 
20 qt., $27.40. 

White bg —1 qt., i; as ; at., 
$5.65; $6.75; 4 qt., qt ms 
Soa: gt >. $13.50; 10 ‘gi rth 0; 
12 gt.» $21.55; 7 at., $25 20 aqt., 
$33.20; 25 qt., $42.60. 

Arctic Freezers.—1 at., $4.00; 2 qt., 
$4.60; 3 qt., $5.55; 4 qt., ie 80; 6 tt 
$8.60; 10 qt., $14.80; 12 gt. $16 
15 qt., $23.30; 20 qt., $30. 


FEATHER DUSTERS.—Business 
good at this time. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, 


F.0.B. ATLANTA, GA.: 


Per Doz. 
12 oz. feather dusters........... $3.50 
14 oz. feather dusters........... 4.50 
16 oz. feather dusters........... 5.50 
18 oz. feather dusters........... 6.00 


HAMES.—There is a good demand for 


this line. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. ATLANTA, GA.: 
Per Doz. 
No. 61 Lone Star Hames...... $12.50 
No. 161 Lone Star Hames..... 10.00 
No. 31 Lone Star Hames...... 18.75 
No. 561 Lone Star Hames..... 16.25 
No. 63 Orchard L. S. Hames... 14.00 


GALVANIZED HARDWARE ‘CLOTH. 


Good demand at this time. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
2x 2, 24 in., $8.50 per roll of 100 
lineal ft.; 2 x 2, 30 in., $10.25 per roll 
of 100 lineal ft.; 2 x 2, 36 in., $12.50 
per roll of 100 lineal ft.; 3 x 3, 24 in., 
9.50 per roll of 100 lineal 1: 3 & 3, 
0 in., $11.50 per roll of 100 lineal tt. 
3 x 3, 36 in., 3.50 per roll of 100 
lineal ‘ft.; 4x 4, 24 in., $10.50 per roll 
of 100 lineal ft.; 4 x 4, 
4 roll of 100 ifneai. ft.; 
4.50 per roll of 100 lineal ft. 


HOES.—Still good business on hoes. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.0O.B. ATLANTA, GA.: 
Light cotton hoes, first quality: 
Inches Per Doz. 
ob. SRR aa $6.60 
. e Qo Ee Ses ae ee 6.90 
SEE WN Swsdeehs be eveksbeccticnabaks 7.62 
Oe ep ee 7.98 
ek ere ree 8.22 
Regular cotton hoes, first quality: 
Mn. <5 siccwnt died asses teusahot 6.82 
OE Tet ee ea ee 7.22 
ETE SkcW ecb 44-6 d:0bee3 6 asl pe.Seras's 7.98 
EIN. 6s'o hed ch dbidee b Ree e been 8.22 
it SS Rae ere er 8.58 
Black land hoes, first quality 
ie ob i aoe a Sci bares 7.20 
(OTE RE a ee Sty Fe 7.50 
ch Re eee er eee. & 7.70 
DEM Subbsecenewd awa betcveetse 8.58 
SRE tev saves abun wk ups sabes -00 
Short shank hoes, first quality: 
6% x 4% (dest hateme Caswerubesk 7.22 
OS RPS a a ie ae Fa 7.98 
71% . Ee ae Fear Se Ase 8.22 
RM. beactkech guava apenas eibawe 8.58 


HOE HANDLES. —Hoe handles and 


ferrules are moving fast. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 
32° ft. G. * hoe handles, plain, 
p= doz. ; ft. G. N. hoe handles 
Ah nna hg $2.40 per doz.; 6 ft. 
pine scovil hoe handles, $2 per doz. 
LAWN GOODS.—Business is 
Stocks full. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 
%—50 ft. sections, 6 ply garden 
hose, 10c. ft.; %—25 ft. sections, 6 ply 
garden hose, 1l0c. ft.; —50 ft. sec- 
tions, 5 ply garden hose, 8c. ft.; 
Peg ft. sections, 5 ply garden hose, 
ic 
Rain King Sprinklers, $2.35 each. 
Giant Rain King Sprinklers, $6.67 
each. 
Lawn mowers from $8 up. 


PLOW GOODS.—Heavy rains have de- 
Not so good 
Stocks are in good shape. 


creased the plow business. 


at present. 
JOBBERS’ QUOTATIONS TO RE- 
es ag | F.0.B. ATLANTA, GA.: 

. Boy Dixie plows, $3.75 each; 

wp. rmers Friends, $4.67; W. B. 
Little Giant, $4.67; Georgia Cracker 


garden, $3. 38; plain spring tooth cul- 
tivators, $5. 25; Little Joe harrows, 
th: -42; 50-tooth drag harrows, $21.35; 
: tooth $24.60; 9-tooth weeders, 

q- ite stalk cutters, $52.40; 
; inte, $52.95; Dow Law _ cotton 


planters, $6.25; “chain guano sue 


tors, $8.00; Knocker guan $8.00; 
Georgia stocks, % in. ft., $2. 33: 5-16 
in., $2.88; % in., $2. 48: Universal 


stocks, bent foot, ’s2. %: welded foot, 
$2.68. 


Georgia stock handles, No. 1, $8.00 
per dozen; extra long No. 1, $8.75: 
rough straight plow handles, 4% 
feet long, $3.62 per single dozen. 


POST HOLE DIGGERS.—Post hole 


diggers are moving fast. 


good. 


JOBBERS’ quotances TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Post hole diggers, $16.00 per doz. 
and up. 
ROPE.—Orders for rope are only fair 
at present. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Cotton.—Cotton rope is quoted at 
28c. to 36c. per pound. 
Manila.—% and larger, 25c. per Ib.; 
5, 26c. per Ib.; 1%, 27c. per Ib. ; %, 
28c. per Ib.; 5-16, 29c. per Ib.; %, 
29c. per Ib. 
SAWS.—The season is a little late for 
saws. Orders are slow. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, = 
“Simonds” cross cut saws.— No. 1 


— 
_~ 
~~ 

* He 

SZ 
° 
* 


- 


6 
: ab ge 
40; No. 4, 6% ft., $6; No. 4, 6 
t., $7; No. 4, 6% ft., $8 10; ‘No. 225, 5 
ft., $4.91; No. 2 % 5 $5.41; No. 
$5.85; No. 2 5, i ft., $6.35; 
No. 12, 5 ft., $5.10; a, 12, ft., $6; 
No. 12) 6 ft, $7; No. 8, 5% ft., $6. 


STEP LADDERS (PINE) ._-Orders are 
fairly good on ladders. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 

4 ft., $1.20 each; 5 ft., $1.50 each; 
6 ft., "$1.80 each; 8 fc: $2.40 each; 
10 ft., $3.50 each. 


STOVES.—Business has been better on 
oil stoves for past week. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Nesco Oil Cook Stoves, 2 burner, 
$19.25 each list; 3 burner, $25 each 
list; 4 burner, $32 each list; 5 burner, 
$43. 25 each list. 

High shelves for above, 2 burner, 
$5.90 each list; 3 oo $7.50 each 
list; 4 burners, ‘39. 10 each list; 6 burn- 
er, $11.25 each list. 

Nesco Rockweave Wicks, $3 per 
doz. list; chimneys, complete, $1.50 
each list; glass tanks with valves, 
$1.40 each list. 

Nesco stoves and repairs take 33% 
per cent discount. 

Perfection.—Oil range, white por- 
celain with built-in oven, No. 339 
with 5 Superfex burners, $143; No. 
279, $123; No. 169 Range, black and 
gray, $100. Stoves, No. 74, 4 burn- 
ers, $31; No. 73, $24.25; No. 72, $18.50. 

Dealers’ discount on net purchases 
of less than $100, 30 r cent; on all 
net purchases, including and follow- 
ing $100 qualifying order, 33% per 
cent, On all purchases amounting to 
$250 or more during calendar year, 
annual bonuses of from 2 per cent 
to 10 per cent will be paid according 
to volume of business. 

Puritan.—Oil range, white porce- 
lain with built-in oven, No. 249, $125. 
ey No. 44, 4 burners, $31; No. 

3 burners, "$24. 25; No. 42, $18. 50. 

“a discounts the same as on 
Perfection stoves. 

Puritan Pressure-gas (Gasoline)— 
White porcelain range with built-in 
oven, No. 759, $132. Stoves, No. 714, 
4 burners, $39; No. 713, $34; No. 703, 
3 burners, $27.25. 

Discounts same as on Perfection 
stoves. 

Wicks.—Oll Stove Wicks—Perfec- 
tion and Puritan, $3.75 per doz.; $45 
per gross. 

Dealers’ discounts the same as on 
Perfection stoves. 

Perfection.—_Portable kerosene- 
burning room heaters, No. 1686, 
green porcelain, Pyrex globe, $17; 
No. 1526, black japan, Pyrex globe. 
$10.25; No. 1530, black drums, nick- 
eled trimmings, $9.50; No. 525, black 
drums and trimmings, $7.50. 

Dealers’ discounts the same as on 
Perfection stoves. 

Ovens, Perfection.—No. 211, 1 burn- 
er, plain we, $2.60; No. 211G, glass 
door, $2.85; No. 122G, 2 burner, glass 
drop door, $6.70. 
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Puritan.—No. 42G, 2 burner, glass 
drop door, $5.75; No. 42, 2 burner, 
steel drop door, $5.50. 

Dealers’ discounts on Perfection 
and Puritan ovens the same as on 
Perfection stoves. 


STOVE PIPE.—Business 
stove pipe. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Smith Multi.—29 ga., 5 in., $12.25 
per 100 yd.; 6 in., $13 per 100 yd.; 7 
in., $15 per 100 yd.; 7 x 6, $16 per 
100 yd. 


Elbows.—One piece ag 2 
in., $1.35; 5% in., $1.49; 5 Oke 50. 
7 in., $2. 


TRACE CHAINS.—Steady demand for 


trace chains. 


is slow on 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA 


Per 100 ib. 
eee ee te ey ea ere 62.50 
Te SRE re poe te 69.40 
DME oc cSosnnnnibar us eubeN oxo pp 
WOE. cer sccavovecnnaeest we aeuee 83. 
WEMPEEE 2556 dics ce tuWins dewuweyes-ds 87.75 
a ee eee eee 148.00 


WIRE PRODUCTS.—Good demand for 


all kinds of wire and steel posts. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 


Plain Smooth Wire Black Galvanized 
Gage Per 100 lb. Per 100 Ib. 

a Oe Ere ree $3.50 4.00 

_ BARES Ere eee 3.55 4.05 

RES Niisecad ones nem eee 3.60 4.10 

|) en een ate: 4.15 
De nse kd Par nie wewanene 3.90 4.45 
rs Aree rt rere 4.20 4.85 





Barbed Wire.—Per 80-rod spool, 2- 
point light cattle, $2.75; 2-point light 


hog, $3; 4-point heavy cattle, $3.70; 
4-point heavy ti. $3.95. 

Woven Wire ence.—Per 20-rod 
roll, 726-14, $5.25; a 12, $6; 939-11, 
$7.85; 1446- 1214 $11. 


Poultry and "Rabbit. —14 gage fence 
per 10-rod roll, 1635-14, $4; 1918-13, 
$4.85; 2158, $5.50. 

Steel Fence Posts.—‘‘T”’ galvanized, 
5 ft., 55c. each; formed painted, 35c. 
each; ‘“‘T’’ galvanized, 6% ft., 65c. 
each; formed painted, 45c. each; “‘T’’ 
galvanized, 714 ft., 70c. each; formed 
painted, 50c. each; ‘“‘T’’ galvanized, 
8 ft., 75c. each; formed painted, 55c. 
each. 

Screen Wire.—12-mesh, black, $1.85 
per 100 sq. ft.; 14-mesh galvanized, 
$2.60 per 100 sq. ft.; 16-mesh, gal- 
vanized, $2.90 per 100 sq. ft.; 16- 
mesh, bronze, $6.50 per 100 sq. ft. 





N. Y. Trade Prepares for Active Spring— 
Weather and Sickness Affect Demand 


New YorK, March 12.—Though local distributors freely predict 
an active spring market and retailers in this section are preparing 
for good business, current conditions are somewhat discouraging. 
Compared with same period of last year, 1929 sales volume appears 
slightly less, collections appear about the same and prices are per- 
The discouraging factor is the apparent lack 
of general activity and the indifferent buying interest of both con- 
In part, this is attributed to inconsistencies of 
the weather and the frequent stormy days which have retarded the 
normal flow of merchandise. Another factor is said to be the preva- 


haps a little firmer. 


sumer and dealer. 


lence of sickness among business people and shoppers. 


An early spring would undoubtedly give impetus to the hardware 
market, and even though warmer weather may be delayed the local 
trade expresses confidence that spring business will be very satis- 


factory both in volume and profits. 


February building and engineering contracts let in New York 
State and northern New Jersey amounted to $74,985,900. This fig- 
ure showed decreases of 26 per cent from the preceding month and 
46 per cent from February of last year. 
contract total were the following important classes of work: $45,- 
203,000, or 60 per cent of all construction, for residential buildings ; 
$11,146,900, or 17 per cent, for commercial buildings; $5,056,000, 
or 7 per cent, for industrial projects; and $4,781,700, or 6 per cent, 
for public works and utilities, according to current reports from 


F. W. Dodge Corp. 


During the first two months of this year there was $176,670,100 
worth of new construction work started in this territory, which was 
a loss of 35 per cent from the amount started during the first two 


months of 1928. 


New contemplated projects reported in New York State and north- 
ern New Jersey during the past month reached a total of $267,936,- 
900. This figure was 65 per cent in excess of the January, 1929, 


total, but it was 17 per cent less than the February, 1928, total. 





BATTERIES.—Steady sale reported, 
with prices very firm. Local stocks are 


adequate. 


JOBBERS’ SYOT ELON TO RE- 
TAILERS, F.O.B. NEW YORK: 

Dry cells, No. 6, ignition ere: 
—_ No. 7111, same type, 35%c. 
eac 


Hercules, No. 6, ignition type, 23c. 
each in lots of 50. 

B batteries, No. 771, 42c. each; in 
units of 5, 39c. each; No. 764 and 768, 
$1.22 each; in units of 5, $1.14 ae, 
No. 763 $ 05; in units of 5, $0.9 
each; No. 772 (vertical type), $2. 06 
each; in units of 5, $1.92 each; heavy 





duty, vertical type, No. 770, $3 each; 
in units of 5, $2.80 each. Layerbilt, 
No. 486, $3.20 each; units of 5, $2.97; 
New Layerbilt, No. 485, $3.22 each; in 
units of 5, $2.97 each. 


BOLTS AND NUTS.—Normal volume 
with prices the same. 


of business, 
Stocks are ample. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Carriage bolts, 55 off list. 
lots, 60 r cent off list. 
Stove bolts, 80 per cent off list. 
Machine bolts, % by 6 and smaller, 
50 and 10 off list; larger to 1 by 30, 


Case 


Included in last month’s 





ae cent off list; 14% to 1%, 30 off 
st. 


55 off list. Case 
Step bolts, 


Coaeh screws, 
lots, 60 per cent off list. 
50 per cent off list. 


CLOCKS.—Fairly active demand, with 
prices unchanged. Stocks are satisfac- 


tory. 


JOBBERS’ QUOTATIONS ze RE- 
TAILERS, F.O.B. NEW YOR 

Alarm clocks, Big Ben, $2. oo. ‘same 
luminous, $3. 16: Baby Ben and Baby 
Ben luminous take same respective 
prices; ry Hur, $1.76; same lumi- 


nous, $2.4 
Blue Bird luminous dial, $1.76; 
Blue Bird, $1.22; Sleepmeter, $1.40; 
Sleepmeter, ce dial, 2.10; 
American, 


Auto ee Wesesen, plain, $1.76; 
same luminous, $2.46. 


FLASHLIGHTS.—Continues to be very 


active. Prices are the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Flashlights, No. 2602, 68c.; No. 2630, 
84c.; No. 2631, 68c.; No. 2612, $1. 10: 
No. 2672, $2. 08; No. 2674, $2.08. No. 
697, ss 49; No. 2642, $2. 73; No. 2644, 
$2. 73; No. 2660, 84c.; No. 2634 $1.17: 
No. 2619, $1. 43: No. 6993, $2.63; No. 
2645, $3 .67.. Prices are each and net. 

Flashlight assortments, No. 71, 
$6.06; No. 16, $6.06; No. 04, $4. 08 each. 


FLASHLIGHT UNIT CELLS. — Very 
good sale on this line throughout this 


territory. Prices are not expected 
change. 


JOBBERS'’ ayer en TO RE- 
TAILERS, F.O NEW YORK 


Eveready Daniteht unit colle, No. 
703, 19%c. o. 706, 13c.; No. 710, 
68c.; No. 734, 40c.; No. 750, 13c.; No 
761, 19%4c.; No. 950, 6%4c.: No. 935, 
616c.: No. 409, 32%4c.; No. 705, 19%c.: 
No. 790, 13c.; No. 791, 13c.; No. 700, 


13c. Prices are each’ and ‘net. 


to 


NAILS.—Recent advance of 10c. per 


keg apparently 


throughout this market. Demand 


being maintained 


is 


consistent but not very heavy. Stocks 


are apparently adequate. 

JOBBERS’ a ag TO RE. 
TAILERS, F.O.B. NEW YORK 

Commonn wire nails, bright, 4d, 
$4.35 per keg; 6d, $4 per keg; 8d, 
$3.95 per keg; 16d, $3.85 per keg; 
20d, $3.75 per keg; common wire 
nails, galvanized, 4d, $6.85 per keg; 
6d, $6.60 per keg; 8d, $6.45 per keg, 
and 10d, $6.35 per keg. 

Wire box nails, smooth, 4d, $4.55 
6d, $4. 20 per keg, and 8d, 
$4.05 per keg. Wire finishing nails, 
bright, 4d, $5.05 per keg; 6d, $4.45 
per keg; 8d, $4.20 per keg, and 10d, 
$4.10 per keg. Wire finishing nails, 
galvanized, 4d, $7.55 per keg; 6d, $6.95 
per keg; 8d, $6.70 per keg, and 10d, 
$6.60 per keg. 


per keg; 
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ROLLER SKATES.—Unsettled weather 
retards what might be a good early 
demand. Sales reported light, with 
prices firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys, with self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.62 per pair. 

Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100; adjustment binding bolt 
nut, 65c. per 100, and toe clamps, 
12c. per pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained ball 
bearings, $1.45 per pair. 

Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1.33; and Nos. 103 and 105, $1.38 per 
pair. 


SASH CORD.—Moderate demand, with 
prices the same. Stocks apparently 


satisfactory. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK# 
Sash cord, Sampson Spot, No. 8, 
65c. to 67%c.; Aetna No. 8, 29%c. to 
33%c.; Phoenix, No. 8, 40c. to 41c.; 


Sachem, No. 8, 38c. 
No. 7 is 1c. higher, and No. 6 is 
3c. higher on all brands. 


SCREWS.—Brass screws have been 
again advanced 2% points or 5 per 
cent, and iron screws have been sub- 
ject to the same advance. Corrected 
prices are given here. 


JOBBERS’ yap Fogg A bg RE.- 
TAILERS, F.O.B. NEW Y 

Wood screws, flat head, Griehe iron, 
45-10-10; round head blue, 40-10-10; 
round head, iron, nickel plated, 25- 
10-10; galvanized, 17%-10-10; flat 
head, brass, 32%4-10-10; round head 
brass, 27% -10- 10. These discounts ap- 
ply to new standard screw lists. 

Machine screws, flat and round 
head, brass, 55 per cent. 

Iron, 62% per cent discount. 


SPRING GOODS.—Though it is too 
early for much consumer interest, job- 
bers appear well pleased with business 
to date on various items which com- 
prise this extensive line of merchan- 
dise. It is generally believed that 
prices will be fairly steady. Both job- 
bers and retailers fairly predict an ac- 
tive spring market to open as soon as 
warmer weather comes to stay. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 





Garden Hoes 


Ladies, garden hoes, 5 in. forged 
steel blade, solid shank, 4 ft. handle, 
3 1-6c. each. 

Meadow hoes, forged steel blade, 19 
gage, polished and bronze socket 
shank, 4% ft. handle, 87%c. each. 

Nursery hoes, forged steel blade, 
polished and bronzed, solid shank, 
4% ft. handle (ash), 7 in. blade, 
814%c. each. 

Onion hoes, square top, polished 
forged steel blade, 7 x 1% in. bronze 
finish, 4% ft. handle, 814%4c. each. 

Garden hoes are packed 12 in a 
bundle. 

Warren type hoes, 98%c. each. 
Scuffle type hoes, 81lc. to 92c. each. 


Garden Hose 


% in.—in 25 ft. lengths, 9% to 13c.; 
in 50 ft. lengths, 9 to 12%c 


Grass Hooks 


No. 22—Tempered steel blade. 
Bronzed on top side, 18c. each. 

No. 12—English pattern. High 
grade steel blade, natural finish, 
polished back and edges, 58c. each. 

No. 35—Tempered steel blade. 
Rubbed back and green enamel fin- 
ish, with black enamel handle, 35c. 

No. 33—Offset pattern. Forged 
from bar tool stock. Riveted hard- 
wood handle and polished blade, 


42l6c. 

No. 43—Offset pattern with green 
painted blade, 33%4c. each. 

No. 7—Offset pattern. High grade 
steel blade, with polished face and 
forged steel shank attached to blade 
with two bolts. Corrugated handle, 


44c. each. 
Hay Forks 


Strapped ferrule, selected ash han- 
dles, bronzed and polished, 3 oval 12 
in. drop forged tines, with 5 ft. bent 
handle, $1.15% each, and with 6 ft. 
bent handle, $1.39 each. 

Hay forks are packed 12 in a 
bundle. 

Five per cent off all prices on 
spring goods in bundle lots. 


Hedge Shears 


One serrated edge and one knife 
edge. Forged steel handles with 
grips. Tempered steel blades, 6% 
in., $1.83 each; 7% in., $2.00; 8 in., 
$2.17; 9 in., $2.33; 10 in., $2.67. 

Ash handles with riveted tangs, 
fastened with bolt, 6% ins ow 
90c.; 7 in., notched, $1.30; in., 
notched, $1.40; 9 in., notched, $1. 50. 


Manure Forks 


Strapped ferrules, oval drop forged 
tines, selected D ash handles, 4-12 
in. tines, bronze finish, $1.71 each. 
Same, 5-12% in. tines, $1.89% each. 

Strapped ferrules, drop forged oval 
tines, polished and bronzed with 4 ft. 
ash handles, 4-12 in. tines, '$1.57% 
each. Same with 5-12% in. tines, 
$1.89%4c. each. 

Heavy mill or street forks, strapped 
ferrules, bronze finish, wood D han- 
dle, with 4 oval 15 in. heavy tines, 
$2.17 each. All of these manure 
forks are packed 6 in a bundle. 





Mortar Hoes 


Polished forged steel blade, bronze 
finish, solid shank, ft. ash handle, 
9 in. blade, $1.09 each. Same with 
2 holes and 10 in. polished steel 
blade, $1.09 each. 

Mortar hoes are packed 12 in a 
bundle. 


Potato Hooks 


Solid steel goose neck, black and 
gold finish, 4% ft. handle, 5 round 
tines, $1.02% each. Same, with bent 
head, polished and bronze finish, 4 
angular black tines, 964%4c. each, 

These are packed 12 in a bundle. 


Rollers 


Welded steel drums, green painted 
with red handles. Plain bearing 
rollers, 14 in. diameter, 24 in. length, 
$8.55 each; 18 in. diameter, 24 in. 
length, $10.15 each. 

Roller bearing rollers, 24 in. di- 
ameter, 24 in. length, $14.60 each; 
24 in. diameter, 32 in. length, $16.50 


each. 
Steel Rakes 


Light weight, black finish, ash 
handle, 12 teeth, 46c. each; with 14 
teeth, 50%4c. each; with 16 teeth, 
5446c. each. 

Medium bronze finish, straight 
teeth, 5 ft. ash handle, 12 teeth, 
Tic. each; 14 teeth, polished, 83%c. 
each; 16 teeth, 87%c. each. 

Steel bow rakes, curved teeth, pol- 
ished bronze head, 5% ft. ash handle, 
16 teeth, $1.10 each; with 14 teeth, 
$1.01%, each 


Rakes packed 6 in a bundle. 
Cultivators 
Floral cultivator, adjustable 3 


forged steel prongs, malleable iron 
socket, enamel finish, 4 ft. ash han- 
dles, 60c. each; same with 5 forged 
steel adjustable prongs and 4% ft. 
ash handle, 85%c. each. 

Packed 6 in a bundle. 


TIRES AND TUBES.—With the com- 
ing of spring this line is expected to 
become very active. Any price move- 
ment will likely be in the nature of an 
advance, but there is nothing defmite 
on this angle mentioned at the present 


time. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 
Mansfield tires, 4 ply balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 
$8.25, tubes $1.60; x 4.75, $9.55, 
tubes, $1.70; 29 x 5.00, $9.90, tubes 
$1.75; 30 x 5.00, $10.20, tubes $1.80; 
31 x’ 5.00, $10.65, tubes $1. _ 32 x 
5.00, $11.75, tubes $1.90; 28 5.25, 
$11.10, tubes $1.85; 30 x 5.25, "$11. 90, 
tubes, $2.00; 31 x 5.25, "512 "25, tubes, 
$2.05; 29 x 5.50, $12. 65, tubes $2.25. 
Same, 6 ply, 31 x 5.25, $14.70, tubes, 
$2.05; 30 x 5.50, $16.05, tubes =: 
30 x 6.00, $16. 15, tubes $2.25; x 
6.00, $16.65, tubes, $2.30; 32 x 00. 
$16.95, tubes, $2.40; 33 x 6.00, $17.55, 
tubes, $2.55. 
Tire display racks $10.00 each. 
“— IN ALL INSTANCES ARE 
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North Dakota Convention Attended by More Than 200 


ing methods in their stores and being 
alert to take advantage of every op- 
portunity to make a sale. “Henry’s 
future is either bright or dark accord- 
ing to his own initiative, energy and 
capability. Success is for the aggres- 


sive dealers who are willing to learn, 
willing to adopt and willing to adapt,” 
concluded the speaker. 

Louis Allen of Jamestown spoke of 
“Modernized Stores.” A. N. Eliason’s 
paper on “New Merchandise” was read 
by another dealer in his absence as 





(Continued from page 83) 


was the paper on “Larger Activities” 
which was prepared by G. A. Moack- 
road of Galesburg, who was unable to 
be present. Mr. Bervig conducted the 
discussion and gave the summarizing 
address of the session. Following the 
report of the resolutions committee, 
the nominating committee made its re- 
port. John I. Rovig of Mandan was 
elected president for 1929. A. A. Lane 
of Sherwood is the new first vice-presi- 
dent; Howard Connolly, Devils Lake 
is second vice-president; A. J. Cole of 





Lisbon is treasurer and C. N. Barnes 
of Grand Forks, remains as secretary. 

On Wednesday evening there was a 
banquet in the K. of C.. Hall, attended 
by more than three hundred dealers 
and friends. Special music and enter- 
tainment were provided, which was of 
high quality and most enjoyable. 

No decision was made as to the lo- 
cation of next year’s convention, but 
a questionnaire vote will be conducted 
later in the year to determine where the 
1930 meeting will take place. 
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Twin Cities See Good Trade Ahead—Prices 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, March 12.—Reports from over the territory in the 
Northwest served by the Twin Cities indicate that the grip of the 
extreme cold weather has been broken, and that roads are begin- 


ning to open up for travel. 


Which means, in commercial terms, 


that the general course of business will be resumed at last. 


Everything seems to point to a very good year in all lines. 


Farm- 


ers are expecting a good crop, construction work projected reaches 
a large total, and road work already let or planned adds greatly to 


the activities. 


Prices are firm, showing no changes over the entire list of items 


quoted in this letter. 





AXES.—Sales are fair, with stocks be- 
ing rounded out for spring demand. 
Axes for clearing purposes will soon 
be in demand in connection with road 
work. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Single bit, base weight, unhandled 
axes, $15 to $16.50; double bit, $20 to 
$21.50; single bit, handled, $19.50; 
double bit, handled, $24.25 doz. net. 


BOLTS.—Stocks are being filled for 
spring trade and prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: . 

Carriage and machine bolts, 60 per 
cent, stove bolts, 75 per cent, ‘and lag 


screws, 60 per cent from standard 
lists. 
BRADS.—Demand is still nominal, 


with no change in prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Wire brads in 25-lb. box at 75 per 
cent from lists. 
BUILDING PAPER.—Call for building 
paper is light in a retail way, but a 
good demand is expected in the next 
few weeks. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Red rosin sized paper, all weights, 
$2.50 cwt., and tarred felt paper, 
$2.55 cwt., net. 


CHAIN.—Sales show a fair volume, 
with, stocks ample. Prices have not 


changed. 


JOBBERS’ QUOTATIONS TO RE- 
"aoe Sees F.O.B. TWIN CITIES: 


ain, % x 14, $14.35 cwt., 

x it eit 15; % x 14, $10.50; proof "coil 
chain, A in., $12.60; % in., 0; % 
in., $8.75; 5% in., $9.65 cwt., 
EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Sales are showing 
some improvement, as the time for con- 
struction work approaches. Prices 


have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Eaves trough, 5 in., slip joint, : 
gle bead, galvanized in crates, $5.2 
6 in., $6.40; conductor pipe, 3 in., in 
erates, not nested, $5.10; 4 in., $7.15 
per 100 ft.; conductor elbows, 3 in., 
$1.73, and 4 in,, $2.88 per doz., net. 


FIELD FENCE.—Dealers are antici- 
pating some increase in demand with 


net. 





the coming of spring. Stocks are am- 
ple and prices steady. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Field fence, 9 ga., top and bottom, 
11 ga. intermediate, 26 in. high, $39.69 
per 100 rods, net, with other heights 
in proportion. 
FILES.—Sales are steady, showing 
some increase in the volume, with prices 
unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Nicholson files, 50 per cent and job- 
bers’ brands, 60-10 per cent from list. 
GALVANIZED WARE.—Demand is 
even, and stocks are ample for present 
call. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Standard 10 qt. galvanized pails at 
$2.55; 12 qt., $2.70; 14 qt., $3; 16 qt., 
stock pails, $4.70; 18 qt., $5.50; stand- 
ard galvanized tubs, No. 1, $7; No. 
2, $7.90; No. 3, $9.20; heavy galvan- 
ized tubs, No. 1, $12.85; No. 2, $14.05; 
No. 3, $15.25 doz., net. 
GLASS AND PUTTY.—Call for glass 
is still rather light, with stocks being 
held down to a low point by dealers. 
Spring orders are in for stocks. Prices 
are unchanged. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Single and double strength A grade 
glass Minnesota prices, 83 per cent 


from lists; strictly pure putty, in 50 
Ib. steel drums, $4.85 cwt., net. 
NAILS.—Deliveries are fair, with 


stocks still low. Spring stocks are or- 
dered, and a large volume of business is 
expected. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Standard wire nails and cement 
coated wire nails in 100-lb. kegs, 
$3.20 per keg, base. 


OIL STOVES AND HEATERS.—Sales 
are steady, though nominal. Oil heat- 
ers will soon be in demand. Prices have 
not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
ree? Ma Nesco oil stoves, $72 each; 
No. 3, $22.50 each; No. 213, with No. 
1103 helt, $30.50 each, less 331% and 5 
per cent. Perfection oil ranges, white 
porcelain with built-in ovens,, .No. 
339, 5 Superfex burners, $140; No. 





Firm and Steady 








279, $120; Stoves, No. 74, 4 burners, 
$29.50; No. 73, $23.25; No. 72, $18. 
Puritan oil ranges, ‘white porce lain, 
with built-in ovens, No. 249, $122; 
stoves, No. 44, 4 burners, $29.50; No. 
43, 3 burners, $23.50; No. 42, $18. 


Puritan pressure-gas (gasoline) white 
porcelain range with built-in ovens, 


No. 759, $128; stoves, No. 714, 4 burn- 
ers, $38; No. 713, $33; No. 703, 3 burn- 
ers, $26.50 list. 

Perfection ovens, No. 211, 1 burner, 
plain door, $2.50; No. 211G, glass 
door, $2.70; No. 122G, 2 burners, 
glass swing door, $6.20; Puritan, No. 
42G, 2 burners, glass drop door, 
$5.50; No. 42, 2 burners, steel drop 
door, $5.25 list. 

Perfection and Puritan oil stove 
wicks, $3.75 doz.; $45 gross, list. 

Perfection oil heaters, No. 1686, 


green porcelain, Pyrex globe, $16.50; 
No. 1526, black japan, Pyrex globe, 
$9.75; No. 1530, black jJapanned, 
nickel trimmings, $9.25; No. 525, black 
drum and trimmings, $7.25 list, with 
discounts as follows: Dealers’ dis- 
counts on net purchases of less than 
$100, 30 per cent; on all net pur- 
chases including and follownig $100 
qualifying order, 33% per cent, on 
all purchases amounting to $250 or 
more during the calendar year, an- 
nual bonuses will be paid according 
to the volume of business. 


PYREX OVENWARE.—Demand is still 
good in this line, with stocks ample. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


No. 623 casseroles, $1.17; No. 643 
casseroles, $1.17; No. 634 casseroles, 
$1.33; No. 212 bread pans, 60c.; No 
200 pie plates, 67c.; No. 209 pie plates, 


231 utility dishes, 67c.; No. 
No. 26 tea pots, $2.33: 
each net. 


60c.; No. 

24 tea pots, $2; 

No. 953 percolator tops, 7c. 
REGISTERS.—Sales are steady, with 
excellent demand in the offing when 
spring work begins. Prices have not 
changed. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.5. TWIN CITIES: 


cent; 
40 per 


registers, 20 per 
registers, 


Cast iron 
and wrought steel 
cent from lists. 


REGISTER AND RADIATOR 
SHIELDS.—Call for this line still is 
fair, with stocks ample. Prices have 
not changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Gem, No. 1, floor 
type, $12; No. 10, floor type, $10; No. 
2, wall type, $6; and No. 20, wall 
type, $5.20. Prices are net to dealers 
per dozen. No. 1 and No. 2 are 
oxidized copper. No. 10 and No. 20 
are black enameled. 
Radiator shields, 
No. 1, $4; No. l-a, 
No. 3, $5: No. 4, $5; No. 
6, $6; No. 6-b, $6; No. 7, 
$7. These prices are list per each 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each, list. 


Register shields, 


Gem, adjustable, 
gee; No. 2, $4.50; 


ROPE.—Demand is steady and prices 
firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Best grade manila rope, 7-16 in. 


and larger, 22c., and smaller than 
7-16 in., 23c.; best grade sisal rope, 
17c. lb., base. 
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Cincinnati Trade Shows Improvement 
During Past Two Years 


(Cincinnati office of HARDWARE AGE) 


CINCINNATI, March 12.—Business has shown a substantial im- 
provement in the past two weeks, and bookings of local hardware 


jobbers are approaching normal. 


While there has been some cold 


weather to retard sales, a few days of spring temperatures have 
brought out a good portion of the seasonal orders which had re- 
mained unplaced. As a consequence sales are measuring up more 
closely to those in the first quarter of 1928. 


From the standpoint of prices, the situation is favorable. 
tations on most items are firm and unchanged. On account of the | 


Quo- 


soaring price of copper, copper burrs and rivets have been advanced 
about 10 per cent by manufacturers, but jobbers have not yet raised 


their schedules. 
this line. 


This represents the second upward revision in 


Shelf goods are moving in about normal volume for this time of 
the year. Seasonal items also are being shipped at a liberal rate out 


of local warehouses. 


Retail hardware sales are on the upward trend, although some- 
what below the level many dealers had hoped for. The credit situa- 


tion also has shown improvement. 





AUTOMOBILE ACCESSORIES.—The 
new prices of tires and tubes are pub- 
lished below. Sales have shown an im- 
provement with moderation of the 
weather. 


JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. CINCINNATI: 
Mansfield Balloon Cord Casings 
High Medium Low 
rade Grade Grade 
eee $11.55 $7.40 $5.95 
| 7a 12.45 8.28 6.60 
8 aes 3.65 9.85 ey 
SIOD sews cves 14.15 10.25 8.40 
oO) pa 16.55 12.30 10.10 
| aaa 19.45 14.35 11.85 
| 19.95 14.75 12.20 
High Pressure Cords 
REEL OP eee oe ineoe osue 4.50 
arr 10.10 7.50 5.25 
- sotmeSabien er 10.90 8.90 
Ee 14.20 11.50 9.50 
eee 20.00 15.60 12.85 
Balloon Inner Tubes 
SEO -sébcsaxe 1.50 1.29 
| ea 1.60 1.40 
a) = 1.75 1.52 
eee 1.80 1.56 
oS as 2.05 1.84 
DE ccvboses 2.40 2.16 
Se 2.50 2.30 
High Pressure Tubes 
DR Ai sxaed Koken ae .90 
ie 1.40 1.19 
| rr 1.60 1.41 
Le eae es 1.70 1.49 
er are 1.80 1.56 


BOLTS AND NUTS.—There has ‘been 
little change in this commodity, which 
is moving fairly well. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 20 per cent off list; square, 
en and tap nuts, 60 per cent off 

4 


BOYS’ WAGONS.—The spring trade 
in this line is beginning to open up 
nicely. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Bunny wagon, 85c. each; grey- 
ae eg 483, $3.10 each; greyhound 
No. $2. 85 each; Erevhound No. 
497, 33 5 each; greyhound No. 697, 
$4.45 each; greyhound No. 293, $3.25 
each; scooter No. 108, $1.15 each; 
scooter No. 109B, $2.60 each. 


BUILDERS’ HARDWARE.—Building 
permits in Cincinnati have been ahead 
of those in the first two months of 
1928, and indications are that there will 
be a fairly active residential building 
season. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Sash Weights.—Sash weights, $1.75 
per doz. 

Inside Sets.— Square bevel inside 
sets in case lots, $4.50 per doz. 

Butts.—3% in. old copper and dull 
brass butts, 174%c. per pair in case 
lots; sand blast, brass finished butts, 
23c. per pair in case lots. 


CROQUET SETS.—Prices for the 
spring trade are listed below. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

No. 05, four-ball set, $1.25; No. 10, 
six-ball set, ee No. A, eight-bali 
set, $1.95; No. 3, eight- ball set, $3.80; 
No. 1, eight-ball set, $2.80. 


FLASHLIGHT BATTERIES. — No 
change has occurred in this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

2 cell baby flashlight battery, 13c. 
each; 2 cell tubular battery, 13c. 
each; 3 cell tubular battery, 19%c 
each; small or large monocells, 6 
each. 


GASOLINE LAMPS.—Here also busi- 
ness has been about normal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Gasoline lamp, No. 117, $6.50 each; 
No. 118, each; No. 119, $8 each: 

gasoline lantern, No. 220, $5. 95 each; 
No. 228, $6.30 each; gasoline lam 
No. C329, $5.50 each; No. P329, 12 
each; No. B329, $6.75 each; gasoline 
lantern, No. L337, $4.70 each. 





GALVANIZED SPRINKLERS— 
Spring orders have been placed in 
larger volume the past week. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Four qt. sprinkling pots. $5.25 per 
doz.; 6 qt. sprinkling pots, $5.95 per 
doz.; . Pe sprinkli pots, $7.10 per 

0Z.; - sprinkling pots, $7.90 
per aon. 12 qt. sprinkling pots, $9.00 
per doz. 

GARDEN HOSE.—Prices for the com- 
ing season are given below. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ey a 

Rubber Hose.—5 ply, % in. 

. in 50 ft. Lagging for Bs 

red hose. 9c. per 

_ > temstha: double braid in 
% in., 500 ft. coils, 64%4c. per ft. 

HOES.—Bookings for spring are be- 

coming more liberal in quantity. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

First grade true-tempered socket 
garden hoes in 6 in. size, $9.84 per 
doz.; 6% in., $9.96 per doz.; 7 in., 
$9.96 per doz 

True f. cotton tg in 6 in. 
size, $7.44 per doz , $7.68 per 
doz.; 7 in., $8.40 per 

Black finish hoes in 6 "in. size, $6.36 
per doz.; 6% in., $6.72 per doz. 

HOSE ATTACHMENTS.—There is no 
change from last year’s prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Diamond nozzles, $3.60 per doz.; 
Pet nozzles, $4.90 per doz.; Gem noz- 
zles, $5.50 per doz. 


HOSE REELS.—The spring season’s 
quotations are listed below. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Wooden hose reels, $14.50 per doz.; 
Boss iron hose reels, $1.65 — 
Donley allsteel hose reels, $1.65 each 
LAWN RAKES.—There has been no 
change from last year’s prices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Wire lawn rakes, $6.75 per doz.; 
wooden lawn rakes, $6.50 per doz. 
NAILS.—Business is fairly steady in 

this line. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Common wire nails, $2.95 per keg. 


PYREX WARE.—These goods are be- 
ing sold at a good rate by local jobbers. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Round Senenceten ee 621 
each; No. $1 each; No. 623, $1. 1 
each; No. ai, $1.33 eac 

Square Coatereies—-to. 653, $1.17 
each. 

Oval Casseroles.—No. 632, $1 each; 
No. 633, $1.17 each; No. 634, $1.33 


each. 
Round Pile Plates.—No. 205, 17c. 
each; No. 208, 50c. each; No. 209 


60c. each; No. 210, 67c. each; No. 211, 
Round Puddin 

40c. each; No. 022, 57c. each; No. 023, 
Square Pudding Dishes.—No. 053, 

67c. each. 

218, 17c. each; No. 212, 60c. each; No. 

214, $1 each. 


73c. each 
Dishes.—No. 021, 
67c. each; No. 024, 80c. each. 
Oblong Bread or Loaf Pans.—No. 
PAINT SUPPLIES.—Business is start- 


ing to pick up, but still is rather slow. 


Further gains are expected this month. 


Reading matter continued on page 104 
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REM OIL 





% 


Sema 
REMING) 


IS GOOD FOR MORE THAN GUNS 


A sportsman buys Rem Oil without 
question for his firearms, because he 
knows Remington wouldn’t recom- 
mend it for Remington 
firearms unless it were the 
best lubricant to keep them 
in good condition. 


But the clerk who hands out 
one can of Rem Oil to go 
into a gun case is missing 
a bet. Why not grasp the 
opportunity and sell Rem 
Oil for all it’s worth? Rem 
Oil contains nothing but 
pure oil—no acids or other 
injurious ingredients. It’s 
not only a lubricant but a 
rust preventive, polisher : 
and cleaner of the highest quality. 
There is no grease in Rem Oil. It does 
not collect dust and dirt. It does not 
freeze, gum, evaporate, cake or be- 
come sticky. 








NEw vo 


y Oil. 






There are hundreds of uses for Rem 

It lubricates perfectly typewrit- 
cash registers, electric fans, sew- 
ing machines, lawn mowers, 
bicycles, phonographs, au- 
tomobile generators, mag- 
netos, clocks and hinges. 
Rem Oil prevents rust or 
tarnish on all metal surfaces 
such as tools, fixtures and 
cutlery. It keeps the metal 
parts of an automobile 
clean and bright and will not 
wear off the nickel. 


Don’t let a customer leave 
the store with only one can. 
A few words will convince 
him that he can use addi- 
tional cans to put in the garage, in the 
car or in the workshop. A good sales- 
man is always on his toes to make the 
extra sales. Be sure to specify Rem 
Oil on your order to your jobber. 


Rf PLA 


President 


Rk) 





25 Broadway, New York City 


REMINGTON ARMS COMPANY, Inc. 


The Originators of Kleanbore Ammunition 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 


Telephone, Bowling Green 3392 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.@ CINCINNATI: 

Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
80%4c. per gal.; turpentine, in 2 barrel 
lots, 67c. per gal.; white and red lead 
in 500 Ib. kegs, 15%\c. per Ib., less 10 
per cent. 

RADIO BATTERIES.—Sales have been 
holding up well, and dealers are well 
stocked to meet demands from the rural 
trade. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Net price Net price 
each, less each, in 

Stock No. unit pkg. unit pkg. 
Super B bat., No. 21308 $3.20 $2 


tw 
— 
ow 
an 


Super B bat., No. 22308 2.2 
B batteries, No. 10308 2.81 2.63 
B batteries, No. 2308 1.88 1.75 
B batteries, No. 5308 1.88 1.75 
B batteries, No. 2158 1.31 1.22 
B batteries, No. 2156 1.31 1.22 
C batteries, No. 2370 .38 85 
A batteries, No. 6 40 35% 
Note.—Nos. 21308, 5308, 2158 and 


2156 are in unit packages of 5; Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 
packages of 10; No. 6 is in unit pack- 
ages of 50. 
RADIO TUBES.—Movement of radio 
tubes has been good and should con- 
tinue satisfactory for some time. Prices 
are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
MX199 general purpose tubes, $2.00 
each; MV199 several purpose tubes, 
$2.00 each; MX201A general purpose 
tubes, $1.40 each; MX201B general 
purpose tubes, $2.50 each; MX200A 
detector tubes, $4 each; MX240 high 





Mu tubes, $2 each; MX112A power 
amplifiers, $2.50 each; MXI171A, power 
amplifiers, $2.50 each; MX280 full 
wave rectifiers, $3.50 each; MX281 
half wave rectifiers, $7. 25 each; 
MX226 amplifiers, $2.00 each; MY227 
detectors, $3.00 each. 


RAKES.—Business is fair in this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Trade-tempered true grade 12-tooth 
rakes, $9.12 per doz.; 14-tooth, $9.84 
per doz.; 16-tooth, $10.50 per doz.; 
competition grade, 12-tooth rakes, $5 
per doz.; 14-tooth, $5.25 per doz.; 16- 
tooth, $5.85 per doz. 


ROLLER SKATES. 
son is getting under way in a satisfac- 
tory manner. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.43 per pair; ‘No. 181, $2.65 per pair; 
No. 183, $2.75 per pair; No. 185, $2.75 
per pair; No. 101, $1.32 per pair; Nos. 
103 and 105, $1.37 per pair. 


ROOFING MATERIAL.—Movement of 
roofing material out of local ware- 
houses has shown a gain, and a fur- 
ther increase in shipments is looked 
for. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Roofing Paper.—Light, standard, 
80c.; medium standard, 95c.; heavy 
standard, $1.10; light Holdfast, $1; 
medium Holdfast, 1.25; heavy Hold- 
fast, $1.50; K red and green slate 
surface, $1. 85. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c. per gal.; coal tar, 








crude, in barrel lots, 24c. per gal.; in 
half barrel lots, 26c. ancl ge gal. 
Roofing Cement. —Liberty, elastic, 1 

Ib., 1244c.; in 5 Ib. cans, St4e. per Ib.; 
in'10 lb. cans, 9c. per Ib.; in 5 Ib. 
cans, 8c. per Ib. Certain-teed ce- 
ment, 36 Ib. to the case, $4.25 per 
case; in 5 lb. cans, 12 cans to the 
box, 8c. per lb.; in 10 Ib. cans, 6 
cans to the box, 7%4c. per lb. 


ROPE.—Spring orders are being 


booked at the rates given below. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Ocean manila rope, 21%c. per Ib.; 
sisal rope, 13%c. per Ib. 


SCREEN DOORS.—Business is improv- 


ing in this line. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Screen Doors.—No. 241, 2 ft. 6 in. 
x 6 ft. 8 in., $18 per doz.; No. 281, 2 
ft. 6 in. x 6 ft. 8 in., $19.10 per doz.; 


per doz.; No. 355, 2 ft. 6 in. x 6 ft. 8 
in., $33.35 per doz.; No. 315, 2 ft. 6 
in. x 6 ft. 8 in., $32. 65 per doz.; No. 
315, gee my 2 ft. 6 in. x 6 ft. 8 in., 
$32.95 per doz. 

Window Screens.—No. 1833, $4.30 
per doz.; No. 2433, $5.15 per doz.; 
No. 2437, $5.40 per doz.; No. 3037, 
$6.90 per doz.; No. 36387, $8 per doz. 


SCREWS.—Revised prices are quoted 
below. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 

Flat head bright screws, 60 and 5 
off list; flat head blue screws, 50 and 
10 off list; round head blued screws, 
50, 10 and 5 off list; round head brass 
screws, 50 and 2% off list; bright 
wire goods, 85, 20 and 5 off list 





New England Retail Buying Is Of About the 
Same Volume As It Was Last Year 


(Boston office of HARDWARE AGE) 


Boston, March 12.—With March practically half gone, local job- 
bers are now able to obtain a pretty fair idea of how business is 
running along. The consensus of cpinion among them is that busi- 
ness is better than it was a year ago, and about of the same volume 


as a year ago. 


A year ago the trend of prices was downward, while 


today it is upward, consequently the hardware dealer stands to 


make more money even if his sales do not increase. 


Current retail 


buying covers a wide variety of merchandise, not only for immediate 


needs, but for the future, as well. 


It is conservative, however, the 


policy of the average retailer being to keep a well-balanced stock, 


but not an excessive one. 


The jobbers are experiencing no difficulty 


in securing goods from the manufacturer, and the retailer, in turn, 
is receiving prompt service from the jobber. 

New England’s industrial life is shaping up nicely, which means 
that more people are employed at good wages and therefore have 
money to spend. Consumption of steel mill products is reported as 
20 to 30 per cent ahead of last year, and greater than at any previous 


time since the war. 


Textile and shoe industries are getting on 


their feet, although slowly. Makers of all classes of machinery are 
extremely busy. Even the textile machinery builders, for many 


months in a slump, are operating night shifts. 


The improvement 


in textiles, shoes and machinery naturally filters down through all 
kinds of industry. The one drawback is money. Following a short 
period of relaxation, money rates are again advancing so that 
borrowing money is a rather expensive business for the retail mer- 


chant. 





ANDIRONS.—Retailers are taking on 


additional stocks of andirons, firesets 


and screens, believing that such mer- 
chandise will be required a little later 
when people begin to put their summer 
homes in order. 


JOBBERS’ quSereriem TO RE- 
TAILERS, F.O.B. BOSTON 

Andirons.—Cast iron, black, $1.25 
$1.50, $1.80, $2, $2.50, $3 and up to $16 
per pair, net; cast iron with 
brass knobs, $4. 20, $5, $6 and up “yo 
$10; cast iron with wrought iron rods, 
$2.40, $2.60, $3 and up to $6. 

Fire Sets.—Cast iron with cast 
brass tops, $4, $4.40 and $5 per set, 
net; hammered cast iron and plated 
andirons, $3.20, $3.80, $4, $4.40 and up 
to $12; hammered cast iron, plated, 
with wrought iron rods, $3.20, $4, $5 
and up to $12. 

Screens.—Folding, black with brass 
trimmings, $2.50, $2.75, $3.50, $4, $5 
and $6 each, net; hammered brass 
plated, $6, $7.50, $8 and $9. Combina- 
tion, black center with brass eo 
$6, $7.50, and up to 
wrought iron screens, $6.90, $7. 50: 
$8.50, $9.50, and up to ‘$75. 


AUTOMOBILE ACCESS ORIES.— 
Partly because the official opening of 
spring is but approximately a week 


ahead of us, partly because more and 


more people are taking their automo- 
biles out of winter storage each day, 
and partly because crude rubber prices 
have been quite strong, thereby sug- 
gesting the bottom has been reached 
in automobile tire and tube prices, re- 
tail dealers in general evince more in- 


Reading matter continued on page 106 
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A New and Easy Method for 
Quickly Identifying all 


























Tape-Marked 


Colu mbianrr Manila LROPe 


For many years, it has been possible to positively identify 
the Guaranteed Columbian Tape-Marked Pure Manila Rope 
by means of the famous red, white and blue Tape-Marker. 
This same Tape-Marker is still used and serves as a medium 
by which the Columbian Rope Company places its signed 
guarantee right in one strand of the rope. Now, it is possible 
to identify Columbian at a glance, for every Tape-Marked 
Rope 34, in. in diameter and larger contains 


Red, White and Blue Surface Markers 


These markers, plainly visible on the surface, are accurate 
guides for quickly selecting a quality rope which is tangibly 
guaranteed. 


For whatever use this rope is intended you cannot obtain 
a better line than Columbian Tape-Marked Pure Manila— 
instantly recognized by the red and blue surface markers, 


Columbian Rope Company 


Auburn, N. Y. ‘‘The Cordage City”’ 


Branches— New York Chicago Boston New Orleans Philadelphia 
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terest in tires and other automobile ac- 
cessories. While buying is not brisk, 
it is gathering momentum each twenty- 
four hours. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 
Tires.—Mansfield line, heavy duty, 
straight side, 30 x 3% in., $8.85 each 
list; 31 4 in., $10.80; 32 x 4 in., 
sk 50; 33. x 4 in., $12.10; 32 x 4% in., 
15.55; 33 x 5 in., $21.15; 35 x 5 in., 


$22.70. Discount’7% per cent. ‘ 


Tires.—Mansfield line, balloon, 27 x 


10. 20; 31 x 5.00-21, $10.65. Discount 
yy — cent. 

Tires.—Mansfield line, balloon, six- 
ply, 30 30 x 4.50-21, $11.05 each list 30 x 

5-20, $14.30; 30 x 5.50-20, $16 05; 35 
x 600. 23, $19. Discount 7% per cent. 

Tubes.—Mansfield line, 12 to the 
carton, 27 x 4.40-19, $15.60 per car- 
ton list; 30 x 4.50-21, $18. Discount 
10 per cent. In less than carton lots, 
on Taal tube should be added to the 


oor ubes.—Mansfield Iine, six to the 
carton, 30 x 4.75-21, $9. 


50- 
x 6.00- ie $12. 90: 

i $13.20; 32 x 6.00-20, 
$13.80; 33 x 6.50-21, $16.50. Discount 
10 per cent. In less than carton lots 
ey per tube should be added to the 

s 

BASEBALL GOODS.—With the play- 
ers in the National and American 
leagues limbering up at the spring 
training camps, it is time the retail 
hardware dealer begins to think about 
baseball goods. Young America will 
probably be in the market for bats, 
balls, gloves, etc., before another 30 
days pass. 

JOBBERS’ gtd TO RE- 
TAILERS, F.O.B. BOSTON 

Balls. — Harwood line, National 
League, $14.50 per doz. net; Profes- 
sional League, $8; Dollar Lively, $6; 
Boy’s League, $3.50; Junior League, 
$2.75; Junior ague special, 32; 
Young America, $2; Boy’s Favorite, 
$1.50; Dandy, 84c.; Reach line, Official 
League, $16.50. 

Mit ts.—Catchers’, Reach line, No. 
65X, 75c. each, net; No. 75, $1; No. 
100, $1.40; No. 150, horsehide, $2: 
No. 200,.horsehide, $2.75: Stahl & 
Dean line, horsehide, No. 7509, $2.38; 
No. 7533, $3.35; No. 7534, $5.35. First 
baseman’s, Stahl & No. 
7621, 67c. each net; No. 7620, $1.10; 
No. 7619, $1.33; horsehide, No. 7616, 
$3; No. iy 3 8-87: No. 0963, $4.17; 
No. 7622, $5.08. 

Gloves-*Fielders’, Reach mes, No. 
24, 50c. each, net: “ 
56, $1; 

No. 59, $2: ° ‘ 
$2.65; No. oow, 
line, No. 8043, $3.35 
No. 8049, $4.50: No. 
ECA, $5.70. 
BUILDERS’ HARDWARE. — Jobbers 
profess to see some improvement in the 
demand for builders’ hardware, but it 
is believed that retailers in general are 
fairly well stocked. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Sets.—Inside latch, sets, $5.50 per 
doz., net: inside lock sets, $6.50; front 
door lock sets, $1.45 to $6.50 each, 
net; vestibule lock sets, $1.30 to $6. 

CEL-0-GLASS.—Cel-o-glass, in 50 ft. 
rolls, has been reduced \%c. per sq. ft. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Cel-o-glass.—In 100 ft. 12c. 
sq. ft.;: in 50 ft. rolls, 12%c. 


CULTIVATORS.—Some of the retail 
trade that did not previously cover their 
cultivator requirements are getting in 
under cover. Certain dealers carried 
over sizable 1928 stocks. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOST a. 


Cultivators. — No. three- 
prong, $6.90 per doz. net; No. AC45, 


; No. EX, 
8055, $4.85; 


rolls, 





five-prong, No. AC83, 8-in. 


handle, $4.4 
GUNS AND AMMUNITION.—Air rifle 
shot has been advanced 10c. per case. 
There is some talk in jobbing circles 
of a pending advance in shot guns, but 
details are lacking. 
JOBBERS’ pt Me od TO RE- 
TAILERS, F,0.B. BOSTON 
Shot.—Air rifle, 5c. size, "$3.85 per 
case, net; Boy Scout, 10c. size, $4.25 
sed oe ib) B shot and larger, $2.65 per 


INSECTICIDES. —February jobbing 
sales of insecticides were fairly satis- 
factory, and March is starting off well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 

Lime Sulphur.—In quart containers, 
3lc. each net; in gallon containers, 
59c. Direct shipments, in five gallon 
containers, 48c. per gal. f.o.b. Iti- 
more; in 50 gallon containers, 16%c. 

Paris Green.—In one pound papers, 
— per pound, net; in %-lb. papers, 


Hellebore.—Powdered, white, Ib. 
packages, 48c. per Ib. net; wy Ib., 5c. ; 
1 Ib., 27c. 

Pine Tar.—In cans, 
per doz. net; pints, 
$2.75 


Crow Repellent. — Stanley's small 
containers, _ each net; large con- 


tainers, $1.0 


In- ALMinute. — Insecticide, $3 per 
doz. net. 


Bug Death.—One Ib. oe $1.44 
er doz. net; three Ib., $3.75; five Ib., 
oa 12% ib., $13.50; OO ib., $7. 50 
each. 


IRONING BOARDS. — An ironing 
board, the Town Talk, new to the New 
England retail trade, is attracting quite 
a little attention. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 
Ironing Searde,Stantard. 4% ft., 
 _— $24 per doz. net; Town Talk, 


$9.85; 
5. 


1% $1.10 
$1. quarts, 


LEVELS.—As spring approaches and 
building operations gather momentum, 
there is a better inquiry for all kinds 
and makes of levels. A new one made 
of aluminum is meeting with ready 
sale. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 
Leveils.— Aluminum, 5024, $2 
each, net. 
PAPER.—Retail dealers have bought 
quite a lot of crepe paper during the 
past month or so. The paper is suita- 
ble for window decorating and instruc- 
tions for trims are included with the 
paper. Dealers themselves are using 
the paper and, in addition, finding cus- 
tomers at 15c. per fold. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 
Paper.—Crepe, in six folds, assort- 
ment of lavender, jade green, old 
rose, orange, golden yellow, white, 
azure blue, Nile green, French blue, 
flame, canary yellow and heliotrope, 
total 72 folds, $7.20, net. 
PLASTIC WOOD.—Makers of plastic 
wood have placed a new container on 
the market that has met with popular 
fancy. The material now comes in 
tubes, retails for 25c., and costs the 
retailer $2 per dozen. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. BOSTON: 

Plastic Wood.—In quarter pound 
containers, 35c. each list; in one 
pound containers, $1; in tubes, $2 per 
doz. net. Solovent fluid, 3-oz. cans, 
$3 per doz. Discount 33%% per cent. 
Tire cement, %-lb. conta — ba - 
per doz. Discount 33 14 
Tilitte cement, %-Ib. coutainers, $1. "30 
per doz. net. 


POCKET KNIVES.—Jobbers say that 


No. 





certain makers of pocket knives have 
advanced prices about 10 per cent, but 
that new prices for the retail trade have 
not as yet been issued. 


ROOFING MATERIAL.—A slight re- 
duction has been made in asphalt felt 
paper and in black sheathing papers 
in 40 and 20 lb. rolls. Otherwise roofing 
material prices remain as heretofore. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 

Roofing Paper.—Rolled, smooth sur- 
face, heavy, $1.75 r roll A 3 extra 
heavy, $2.05; me ca 
90c. Mineral ouvtaan m8 to ‘a. . 

Building Paper.—S et 40 Tb, 
rolls, 90c. per roll pot: 40 Ib. rolls, 
$1.75; 20 Ib. rolls, 95c. 

Ib. rolls, $63 a ton net; Re Ib en, 
ogi Asphalt felt, 65 Ib. rolls, $61 a 
on net. 

a — — Hexagon, ee? og 10 
in., $3.84 per square, net; in., 
$4.80. Giant. te , seek 
colored tint, $6.90. tandard, indi- 
vidual, $5. 40 per m..., net. 

Roof Coating. — o-Tar-in., ee, 
one gal. containers, $1.25 each, 1 
five gal. containers, $1.10 Log gal 25 
gal. containers, 80c. per i: 
containers, 75c. per , one et 
containers, $2 each ist; five gal. con- 
tainers, $1.85 per gal. Discount, 40 
per cent. 


ROPE.—Manila rope has been advanced 
2c. per lb. by jobbers. The demand for 


all kinds of rope is increasing and indi- 
cations are retail stocks are small. 


JOBBERS’ QUOT A oan TO RE- 
STON: 


%. 1 and 1% in., 23%c. 
SCREWS.—Flat head and round and 
oval head brass screws have been. 
marked up 2 points. Jobbers say it has 
been intimated to them that a general 
advance in wood screw prices is in the 
making. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON: 

Wood Screws.—Flat head bright, 
47% per cent discount; round head 
ge —s per cent; flat head brass, 

10 per cent discount; round 
iF pty 4 and 10 per cent; flat 
head bronze, 3 7% per cent discount; 
round,and oval head, bronze, 32% per 
cent discount. 

Machine Screws.—Iron, flat and 
round head, 30 and 10 per cent dixz- 
count; brass, flat and round head, 
30 and 10 per cent. 

SCREW DRIVERS.—As is natural at 
this time of the year, demand for all 
kinds and makes of screw drivers is 
picking up. In some instances indi- 
vidual retailers have placed good sized 
orders the past week. A new small 
screw driver with a clip so that it may 
be carried in the vest pocket is attract- 
ing quite a following. It costs the re- 
tailer 75c. per dozen, net. 


TOOL ASSORTMENT.—A tool assort- 
ment known as the Ben Hur, No. 1929, 
containing two kinds of hand saws and 
compass saws, levels, half hatchets, 
standard hammers and ripping ham- 
mers, braces, planes, pipe wrenches, 
taper and mill files, combination pliers, 
zigzag rules, screw drivers, chisels, 
auger bits, a hand drill, a wheel grinder, 
wrench sets and various kinds of 
trowels, to retail at prices ranging 
from 10c. to $2.25 each, having an ag- 
gregate ‘resale value of $71.45 and 
costing the retailer $50, is selling rap- 
idly. 
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zo 3-in-One Theater 


has opened its 
Program ~” 






EKLY, 

V \ for six 
:¢ months, the 
—- above an- 
A -{. mouncement 
has been the 
cueforcount- 
less thou- 
sands to sit 
up and take 
particular notice of their loud 
speakers; for they know they 
are in for a half hour chock 
full of genuine entertainment. 


The 3-in-One Theater is as 
unique as the celebrated oil 
which it represents. It not only 





provides the kind of entertain- 
ment most people enjoy, but it 
puts over the marvelous story 
of 3-in-one and its myriad uses 
in a way that makes friends— 
and sales. 


J Remember: 9 p. m.,Eastern 
% Standard Time(8 p.m.Cen- 
tral Standard Time.) WJZ 
and Associated Stations. 





oa 


Listenin! And keep 
up your stock of 
3-in-One so you 
won't miss a single 
sale this addition- 
aladvertising fame 


is producing. c= 













3-in-One 


Made Since 1894 
THREE-IN-ONE OIL COMPANY, 130 William Street, New York, N. Y. 


wis? 





ee 


ae rere team 


; 
H 
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Hot of the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. Asa | .< 
contemporary puts it: \ 

. have heen copied, the rest will be.” 


“Some of them 








——— 


A Philadelphia clubman dreamed that 
he died and went to heaven. While 
sitting in a beautiful palace a cherub 
came through paging him. 

“Call for Mr. Doe! Call for Mr. 
Doe!” 

“Here you are, my boy,” the club- 
man said, beckoning to the page. “I’m 
Mr. Doe. What is it?” 

“Your wife wants you on the ouija 
board, sir.” 





Teacher: “Can you tell me, John, 


where shingles were first used ?” 

Johnny: “Yes’m, but I’d rather not, 
ma’am.” 

“Say, Sandy, why did you have only 
one of your twins photographed ?” 

“They looked so much alike, it was 
nae use to spend the money getting 
pictures of both.” 

Steward: “Is there anything I can 
get for you, sir?” 

Half Overboard: “Yes, 
small island, please.” 


I'd like a 





Voice in next room: Johnnie, are 
you teaching that parrot to swear? 

Johnnie: No, ma’am, I’m just tell- 
ing him what not to say. 





“What is this, waiter?” 

“Chicken broth, sir.” 

“Chicken broth? You are wasting 
your time serving in this restaurant.” 

“How so?” 

“A man with an imagination like 
yours should be an author.” 





Customer: “Give me four pork sand- 
wiches to take out.” 

Counter Man (calling to cook:) 
“Dress up four grunts to go walking.” 





Little Boy to Policeman: Say, Mister, 
the next time you have pups, will you 
save one for me, I’ve always wanted a 
police dog. 








“Loan me five dollars, will you?” 

“Sorry, but I have but four dollars 
and seventy-five cents.” 

“Well, give me that. 
for the other quarter.” 


I'll trust you 











“Brush yo’ off, sah?” asked/the porter 
as the train pulled into the station. 

“Brush me off if you want to, but I’m 
opposed to tipping,” said the matter-of- 
fact traveler. 

“Well, sah,” said the porter, “yo’ 
clothes ain’t nearly as dusty as ah 
thought they was.” 





They had just met at Atlantic City 
and were sitting on the beach: 

She: “What a wonderfully developed 
arm you have.” 

He: “Yes, I got that playing basket- 
ball. By the way, were you ever on 
a track team?” 


A boy at school was asked this ques- 
tion in physics: “What is the difference 
between lightning and_ electricity?” 
And he answered: “Well, you don’t 
have to pay for lightning.” 





Lady—How much are these chick- 
ens ? 

Butcher—A dollar and a half, ma’am. 

Lady—Did you raise them yourself ? 

Butcher—Yes, they were $1.25 yes- 
terday. 


Son in college was applying pressure 
for more money from home. 

“T cannot understand why you call 
yourself a kind father,” he wrote his 
dad, “when you haven’t sent me a check 
for three weeks. What kind of kind- 
ness do you call that?” 

“That's unremitting kindness,” wrote 
the father in his next letter. 


Officer (to wounded soldier): “So 
you want me to read your girl’s letter 
to you?” 

Pat: “Sure, sir; but as it’s rather pri- 
vate will you please stuff some cotton 
wool in your ears while you read it?” 


Male Straphanger : “Madam, you are 
standing on my foot.” 

Female Ditto: “I beg your pardon. 
I thought it belonged to the man sitting 
down.” 


Medical Man: “Your husband must 
have absolute quiet. Here is a sleeping 
draught.” 

Patient’s Wife: “And when do I give 
it to him?” 

“You don’t give it to him—you take 
it yourself.” 


“Will the gentlemen please move for- 
ward a little?” called the polite con- 
ductor of the car as a dozen more pas- 
sengers tried to scramble in. 

“I won't,” growled one hardfaced 
man, who clung to a strap near the 
door. 

“Oh, I didn’t ask you,” said the con- 
ductor. 
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A Symbol of 


SAFETY 


Recognizing its obligation to safeguard the 
life and limb of all who use ladders, the 
Ladder Manufacturers Association of Amer- 
ica has formulated a “Safety Code” based on 
the accumulated experiences of its members. 

This code defines the materials, dimen- 
sions and construction details which may 
safely be used in ladders of each type. Its 


use guarantees the production of ladders’ 


which may be 














Manufacturers Association of America 
deems the creation of this code of such 
importance that it has created a symbol 
whereby buyers and sellers of ladders may 
know with certainty which ladders conform 
to the code and which do not. Look for the 
safety label on the 








bought and used 
with the utmost 
confidence in their 
ability to serve 
with safety. 


** & Safe 


To ‘safeguard ladder users, the association will 

revoke the license of any manufacturer who uses 

its label on a ladder which does not conform to 
its safety code. 


ladders with which 
you come in con- 
tact. It is assurance 
of sound materials 
and safeguarded 


Ladder: 











The Ladder 











construction. 





THE LADDER 


MANUFACTURERS ASSOCIATION 


OF AMERICA 








ON ROTTS cae 


pss asain. Tha 
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Spring Is Here 


OU’LL soon hear prospects in- 

quiring about lawn mowers. One 
customer will ask for a machine 
that will last—another will ask for 
a light, well balanced lawn mower 
—another doesnt care particularly 
about mechanical details just so it 
cuts clean and pushes easily. Then, 
there’s the man who pays attention 
to the smallest details. 


HERSCHEL 


Lawn Mowers 


are the best all 'round answers to 
these diversified “likes.” Built well 
for long lifé; keen cutting knife 
steel stays sharp; self-adjusting 
ball bearings make them run easily; 
“‘four-square”’ construction posi- 
tively keeps “HERSCHEL’S” rigid 
and in perfect alignment—these 
facts close sales. 


Write us—we will send you cata- 
log and all facts on the big 
HERSCHEL lawn mower line. 


R. Herschel Mfg. Co. 


Peoria Illinois 
Branches: Omaha, Nebr.—Minneapolis, Minn. 


“Good equipment makes a good 
gardener better” 


Putnam & Ce., sea! at St., New York. 


15 Styles From Which 


to Choose 


























Chicago Fireman Given Truck 


Load of Horse Shoes 


PPROXIMATELY 2,500 members of the Chicago 
Fire Department recently participated in a horse 
shoe pitching contest, sponsored by the Chicago Daily 
News. Enough shoes to fill a modern fire truck were 
presented to the fireman by W. A. Hirsh, president of 
the Octigan Forge & Mfg. Co., Chicago. The photo re- 
produced shows Mr. Hirsh with Chief Corrigan and 
Division Marshal Eagan, who accepted the shoes on 
behalf of the department. 

Interest in horse shoe pitching or “barnyard golf” is 
increasing throughout the country. More than twenty- 
five newspapers in all sections of the United States have 
become enthused over the game and have announced 
pitching contests in their cities. 


| Comparative Advantages of Cash and Retail 


Credit Sales Discussed © 


HE advantages of retail credit over cash sales are 
listed in an article in The Wisconsin Retail Bulletin 
for November, 1928, as: (1) It gives customers a sense 
of loyalty to the store and secures their continued patron- 


| age; (2) it induces a customer to buy more than he 


would if required to pay cash; (3) a charge account is 
a great convenience to some customers, especially those 
ordering by telephone, and is therefore regarded as a 
service feature; (4) credit customers are said to be of a 
higher type, on the average, than cash customers, since 
credit is intended only for persons of good financial 


| standing. 





The necessity for charging higher than cash prices to 
meet the increased cost of a credit business is a major 
disadvantage. Additional expenses of a credit policy 
include: (1) The cost of handling returned goods 
bought on credit; (2) salary and office expense of in- 
vestigating the credit of charge customers; (3) salary 
and office expense of bookkeeping and making collec- 
tions; (4) interest on capital tied up in customers’ un- 
paid accounts; and (5) loss from uncollectible accounts. 
These expenses are offset to a slight degree by the added 
cost of making change and returning it to cash custom- 
ers and the time spent in making c.o.d. collections. 
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This Permanent Steel 


Shelving saves space 
and costs no morethanwood 


HE space-saving construction of GF 

Allsteel Shelving increases storage 
capacity from 10 to 20 percent over old 
fashioned wood shelving. 


GF Allsteel Shelving does not depreciate. 
Whether you use it in one, or a thousand 
places, the same rugged strength of GF 
construction endures. The rigid steel 
shelves are bolted to a heavy steel frame- 
work, never sag, never totter. The baked- 
on olive enamel never chips or cracks. 


There simply isn’t any reason for building 
wooden shelving when you get all these 
advantages in GF Allsteel Shelving, and 
the cost is no more. Mail the coupon for 
booklet “Saving with Shelving.” 

THE GENERAL FIREPROOFING COMPANY 


Youngstown, Ohio; Canadian Plant: Toronto, Ont. 
Branches and wu alers in all principal cities 


The GF Allsteel Line: Sates + Filing Cabinets + Sectional 
Cases - Desks + Tables + Shelving + Transfer 
Cases + Storage Cabinets + Document Files + Supplies. 


Inventories are easier with 





SHELVING 


Attach this coupon to your firm letterhead “= 


THE GENERAL FIREPROOFING CO., Youngstown, Ohio CH. A.J | 


Please send me without obligation a copy of your book ‘‘Saving with Shelving.” 


ND i cathe Seka Se 
ds saitiacycaces 
Re Caer SCR ee 
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A new CABINET 


with a NEW conception 


= 
S 


of Design and Construction 


my, 
iy “yy 


PRINCETON 


One of the many exclusive styles— 
one-piece construction throughout. 
Continuous plano type hinge, will 
not sag or warp. Fitted with bulb 
edge glass shelves notched in place, 
yet easily removed for cleaning— 
an exclusive feature. Heavy brass 
spring catch—positive in action. 
Door catch designed to cushion door 
action. Special device permits 90 
degrees opening and prevents mirror 
breakage. All accessories heavily 
nickeled. Lustrous enamel finish. 











RAN 


one piece 


Patent Pending Steet Bathroom 


Corcoran Cabinets are the Original 
One-Piece Steel Cabinets. No cracks 
—no seams—no welded joints— 
no raw edges. 


The First Truly One-Piece 
CABINET.... 


Now for the first time—Corcoran Bathroom Cabi- 
nets with rounded corners inside and out, provide 
perfect harmony with other bathroom equipment, 
at the same time affording real sanitation and 
cleanliness through actual one piece construction. 
Corcoran Cabinets are drawn from one continu- 
ous piece of steel—an impenetrable barrier against 
the deteriorating effect of wall moisture and cor- 
rosion. This is one of many exclusive features of 
Corcoran construction. Nineteen models available 
in full Venetian mirror door and Colonial Mirror 
and Regular Insert Type cabinets. Write today 
for catalogue, detailing complete line of these new 
and better cabinets. 


THE CORCORAN MFG. COMPANY 
NORWOOD CINCINNATI, OHIO 








Corcoran Cabinets are sold through 
jobbers only. Distributors who are 
equipped to handle this superior line in 
available territory, will be interested in 
the details of a proposition with un- 
equalled possibilities for profits. Write 
at once. 


Coreoran Mfg. Company, Dept. HA 


Gentlemen: 

We are interested in Corcoran One-Plece 
Steel Bathroom Cabinets. Kindly send 
catalogue and full details 


Style No. 40 and 400 

One of ma popular Name 
models in the regular 

insert type cabinet. Same 

one-piece construction as Address 
Venetian mirror type— 

no cracks—no seams— 

no welded joints—no raw a ee 
edges. 














Gassing 
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profit 
maker 


OR TWO REASONS this set of six genuine 
Oswego Stillson Wrenches is a profit-maker for 
the dealer. 
First, because the set of six will sell as easily as a 
single wrench, increasing turnover. 
Second, because the strong, handy box makes the 
set easy to demonstrate and is ready for immediate 
parcel post shipment to out-of-town customers. 


Ask for leaflets describing this set. 





Guaranty Tag 
on every wrench 


The Oswego Tool Company 
Oswego, N. Y. 


Established 1887 Incorporated 1893 














SHO-MOR 


The new display cabinet by 
Heller which received such 
diat pt at the 


Hardware Conventions. 


Announcing 





“Sho-Mor” — the 
advance in hardware retail- 


the most scientific and prac- 
tical equipment ever devised 
for the Hardware Store. 
No wonder “Sho-Mor” was 
the talk of the conventions. 


Equip your store with “Sho- 
Mor.” Place high grade 
articles on the display 
doors; display low priced 
merchandise on the ledge. 
Customers that come to buy 
the cheaper grades are un- 
consciously attracted to the better 
items through direct comparison. Re- 
sult—larger sales! Greater profits! 


There is only one “Sho-Mor.” No other equipment manufactured 
spl can equal its irresistible sales . ‘Sho-Mor’’ not only 





dis s—it sells! Let us explain to in detail how the 
or” works. Write now for full itormation. 


HELLER 


Business Building Store Equipment 
Tear out this Ad 68-A Ww. Cc. HELLER & co. 


Write your mame and address in the 

= and send to Heller and we will 700 Bryant St., Montpellier, 0. 
ish you with complete information New York Office: 20 Vesey St., 

= “Sho-Mor.”’ No obligation. Suite 500 


3-14-29 Write name and address im margin below 


| 
| 
| 





greatest | 


ing methods in a decade— | 





Grown Up Quality in Juvenile 
Vehicles 


(Continued from page 72) 


machine on a woven wire belt. After cleaning they go 
to the enameling department, where the parts are dip 
painted in enamel and hung on racks that carry them 
through a continuous baking oven. 

This is a double chamber oven having one chamber 
for black work and the other for red, green and blue. 

The black enamel is baked for two hours at a tem- 
perature of 450 deg. Fahr. Other colors pass through 
at a lower temperature and at a somewhat slower rate. 

Sometimes there is further finishing in colors, or 
striping is put on by hand. The sub-assemblies go to 
the final assembly room after painting, and when com- 
pleted the toys are boxed and moved to the shipping 
department. 

Some special equipment has been installed. The most 
interesting is a special welding machine for affixing 
tires. These tires, of solid rubber cut length, have a wire 
running through the center and extending slightly be- 
yond the ends. In one operation the tire is pulled tightly 
around the disk wheel and the protruding wire ends are 
welded in their lapped position. While this is being done 
the ends of the rubber are held back an inch or two 
from the joints. When the weld is completed and the 
wheel leaves the machine the two ends of the rubber tire 
spring together. 

Toy aeroplanes are made in a separate department 
equipped with spot welding and riveting machines, a 
power hammer for driving on the wheels, and a special 
baking oven for drying the 20 parts after they are dip 
painted a light gray enamel. This enameling is done 
before assembling. Construction is now under way for 
additions to the plant amounting to 45,000 sq. ft. of 
floor space. 


Visitors 


(Continued from page 69) 


“The return of more normal financial conditions here 
have also made France what she was before the war 
—a creditor nation, with funds to lend abroad. Pres- 
ently French capital will seek extensive investment in 
long-term as well as in short-term forms.” 

This is certainly a very cheerful view of the situation in 
France. This American, who has just returned, tells me 
that there is evidence of prosperity everywhere in France. 
Everybody is at work. Everybody seems happy. Every- 
body seems to have money. 

“Tell me,” I asked, “what is the underlying cause of 
this prosperity in France?” “Of course,” he replied, “there 
are many causes. One of them is in the fact that France 
now controls the Ruhr. They now own their own coal and 
steel. It is very difficult for a nation, in these days to 
build up a manufacturing industry when it is necessary 
for them to buy coal and steel from some other, foreign 
nation. The acquisition of the Ruhr has led to a great 
stimulation in the French industries. 

“Then there is another cause,’ he continued, “and that 
is a change in the state of mind of the French peasant. 
Probably the most economical class of people on earth in 
the years past have been the French peasants. They saved 
everything they could. They lived on next to nothing. 
During the world war, as a result of coming into contact 
with so many other nations, and since the world war what 
they have learned about these nations, has had a very 
peculiar effect upon the French peasant. Instead of saving 




















HARDWARE AGE for MARCH 14, 1929 113 





‘everything, he has decided to enjoy a few of the comforts 
of this life as he goes along. The French peasant is ac- 
tually spending money. More money than he ever spent 
before. Of course, he is hardly a Broadway spender as 
yet, but he has decided not to get all of his reward from 
this life in the form of an epitaph on his tombstone, so 
the French are spending and this spending is having a 
very stimulating effect upon all kinds of French industries.’ 


x* * * * * 


“Tell me about Belgium,” I requested. “Well, that little 
country,” he answered, “is just as busy as bees in a tar 
barrel. From one end of the country to the other, every 
factory is busy. Everybody is at work. Did you know,” 
he inquired, “that Belgium is probably the most thickly 
populated nation in Europe? There are about 600 souls 
in Belgium to the square mile, compared with about forty 
in the United States. Still this population manages to 
make a living. 

“There is a new development today in Belgium,” he 
added, “that is making for very cheap goods. In the old 
days, almost all the work they did was hand work. Then 
they did factory work in their homes. This, of course, 
was slow and tedious. Now the Belgians are adopting 
modern and up-to-date machinery, and these machines are 
being run by workmen drawing about one-fifth the average 
salary of the workmen in the United States. Belgium is 
therefore providing excessively cheap labor with auto- 
matic factory mass production, and as a result they are 
producing goods at prices that are almost unbelievable. As 
a result of these prices, the salesmen of Belgium are get- 
ting their goods into almost every market. 

“Another thing, the labor laws in Belgium are not so 
restrictive upon capital. There capital is not so timid in 
investing money in manufacturing and in seeking new 


markets.” 
ok * * * * 


“What about Germany?” “The Germans are working 
hard,” he said. “But, of course, they have suffered so 
much that it will take a long time for them to get fuily 
straightened out. The main trouble with Germany, from 
the standpoint of a manufacturer, is in many of their com- 
munistic labor laws. In Germany it is next to impossible, 
no matter what an employee does, to discharge him. Em- 
ployees are so protected by the laws that they almost own 
the business.” 

He told me a story of a well known American manu- 
facturer who had a branch factory in Germany. Their 
energetic snappy American manager was sent over there 
to check up this factory and see what they were doing. 
He found a great mess. Some of the head men had not 
been attending to business. They had been neglecting their 
duties. This demoralization had extended all down through 
the organization. The minds of the entire organization 
were on something else besides work. This snappy Amer- 
ican manager therefore proceeded to discharge a number of 
head men. He fired them out bodily. He placed other 
men on the jobs. He was then very much surprised to find 
that suits for damages, amounting to thousands of marks 
were filed against his company because these men had been 
discharged. 

When he took up the matter with German lawyers, 
he was informed that he could not do things in Germany 
the way they were done in the United States. He was 
shown German laws. This man returned to the United 
States, wondering how these suits on the part of the em- 
ployees would turn out, but he was not very hopeful over 
the outcome. In a word, this American company is liable 
to pay a very dear price for the work of their energetic 
manager on his trip to Berlin. 
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Little 
Brother 





of the Rixson 
Floor Check Family 


Junior in size, but 
equal to its senior in 
performance, this Rix- 


son Floor Check is un- Junior 
excelled for light in- 

terior doors. To those Double 

who have not seen ; i 
Rixson Checks in ac- Acting 


tion, the positive silent 
closing without the ob- 
jectionable flip-flap is a 
revelation. You can sell 
the “Junior Double 
Acting” on this feature 


Floor 


Check 


alone, throwing in the for 
durable rugged con- 

struction for good Light 
measure. Best of all. I , 
your customer will ex- nterior 
pect such a check to Doors 
cost more. When you 

quote the price, the Only 


sale is clinched. 


Write for full in- 

formation or _ see 

Sweet’s Architec- 
tural Catalog 


THE OSCAR C. RIXSON COMPANY 


4450 Carroll Avenue Chicago, III. 
New York Office: 101 Park Ave., N. Y.C. 
Philadelphia Atlanta New Orleans Los Angeles Winnipeg 

4 
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Builders’ Hardware 


Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction Hinges 


Casement Operators & Hinges ‘ 
Concealed Transom Operators 
Adjustable Ball Hinges 

Butts, Pivots and Bolts 

Door Stays and Holders 
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DIAMON D“E” 





~ All-Metal Frame 
CLOTH WINDOW VENTILATOR 


High March winds make a good talking point 
for DIAMOND “E” Cloth Window 
Ventilators. The harder it blows, 
the more valuable they are. 
Eleven popular sizes, 
retail at 45c to 
$1.05. 
















Style N 


CAROLUS CUTTERS 


The Style N is ~- ay Ay Bolt Cutter with the added Ead 
Cat, gud sive the making a 3 in ‘1 Tool. 7 
can also obtain ae ters in Sete A, S Cut; 
Style B, sues t and End Cut. Steel P’ Jaws niga 
Made in SIX SIZES and THREE STYLES. Why not 
the Best Time-Saving Tools? 

If your Jobber cannot supply you, write us direct for 
Literature and Prices. 


CAROLUS MBG. CO. Sterling, Il. 
Sales Representatives—Surpless, Dunn & Co. 
NEW YORK, CHICAGO 











Osborne High Grade Punches 


Belt Punches Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
——- Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
ools. 

The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us. 


Write for Catalog. 


Cc. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 














Get Ready 


for a good lawn 
mower season. 


GRANITE STATE 
LAWN MOWERS 


Trimmers and Edgers 
Will please your customers 
See our Line in Hardware Age Catalog 


GRANITE STATE MOWING MACHINE CO. 
HINSDALE, N. H. Since 1860 











Coming Hardware 
Conventions 


AMERICAN HARDWARE MANUFACTURERS’ ASSOCIATION and 
SOUTHERN HARDWARE JOBBERS’ ASSOCIATION JOINT CoN- 
VENTION, Edgewater Park, Miss., April 22, 23, 24, 25, 1929. 
Headquarters, Edgewater Gulf Hotel. Chas, F. Rockwell, 
secretary-treasurer, American Hardware Manufacturers’ 
Association, 342 Madison Ave., New York City. John Don- 
nan, secretary-treasurer, Southern Hardware Jobbers’ As- 
sociation, Richmond, Va. 

ARKANSAS RETAIL HARDWARE ASSOCIATION CONVENTION, 
Hotel Marion, Little Rock, May 7 and 8, 1929. L. P. 
Biggs, secretary, 815-816 Southern Trust Building, Little 
Rock. 

HARDWARE ASSOCIATION OF THE CAROLINAS CONVENTION, 
Blowing Rock, N. C., June 11, 12, 13, 1929. Headquarters, 
Mayview Manor. Arthur R. Craig, secretary-treasurer, 
Charlotte, N. C. 

LouIsIANA RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Mansfield, June 17, 18, 19, 1929. Guy 
Nason, secretary, Starkville, Miss. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Minneapolis, Feb. 18, 19, 20, 21, 1930. Chas. H. 
Casey, manager, 2344 Nicollet Ave., Minneapolis. 

Missour1 RETAIL HARDWARE ASSOCIATION CONVENTION 
AND Exu1siTion, New Hotel Jefferson, St. Louis, Jan. 28, 
29, 30, 1930. F. X. Becherer, secretary, 5106 North Broad- 
way, St. Louis. 

MIssisstpP1 RETAIL HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Gulfport, June 10, 11, 12, 1929. Guy 
Nason, secretary, Starkville. 

NATIONAL RETAIL HARDWARE ASSOCIATION CONGRESS, 
Oklahoma City, Okla., June 24, 25, 26, 27, 28, 1929. H. P. 
Sheets, managing director, 915-935 Meyer-Kiser Bank Bldg., 
Indianapolis. 

Otp Guarp SouTHERN HARDWARE SALESMEN’S ASSOCIA- 
TION, Edgewater Park, Biloxi, Miss., April 23. Head- 
quarters, Edgewater Gulf Hotel. R. P. Boyd, secretary- 
treasurer, Box 19, R. F. D. No. 4, Knoxville, Tenn. 

PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Amarillo, Tex., April 8, 9, 10, 1929. Head- 
quarters, Amarillo Hotel. C. L. Thompson, secretary, 
Canyon, Tex. 

SoutH Dakota Retait HARDWARE ASSOCIATION CON- 
VENTION, Sioux Falls, Feb. 4, 5, 6, 1930. Chas. H. Casey, 
manager, 2344 Nicollet Ave., Minneapolis, Minn. 

SouTHEASTERN RETAIL HARDWARE AND IMPLEMENT AS- 
SOCIATION, composed of Alabama, Florida, Georgia and 
Tennessee, Convention and Exhibition in Atlanta, Ga., May 
14, 15 and 16, 1929. Walter Harlan, secretary-treasurer, 
701 Grand Theater Building, Atlanta, Ga. 





Advertise, But— 


In preparing your advertising matter, remember that the most 
effective type of copy pulls; it does not push. It is not dicta- 
torial, but appealing. Most folks can be led, but few like to be 
driven. 

Advertising that is interesting will be read. It is the only 
kind that will be. Always make your copy friendly but never 
familiar. Advertise your business and let the other fellow’s 
alone. Nobody cares greatly what you may think negatively 
about your competitor. 

When you write an advertisement or a sales letter, be your- 
self. If you haven’t a ready idea, wait until you have. Forced 
advertising copy is as offensive as forced conversation. Good 
advertising is spontaneous. The important thing is what you 
have to say, not how you say it. 
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What Slant Shall the Ads Take 
for Spring 


(Continued from page 67) 


use of cuts. And it is here that perhaps an improve- 
ment can be suggested. Why not, now and then, take a 
section like “Dinnerware” in ad No. 1, put some white 
space around it and maybe a special border and set it in 
different type from the remainder of the sections? This 
would give each ad a special high spot of display and 
if done in every ad would very likely increase reader- 
interest and what is known as “habit-reading.”’ Display 
and layout is excellent in all four ads except each lacks 

bull’s-eye or “bright spot,” much needed where so 
many items or sections occupy each ad. 

These ads appeared three days apart in February, a 
point worth careful attention on the part of merchants 
who expect. newspaper space to sell goods at low adver- 
tising cost. It is a mistake, for the average store in 
cities with daily newspapers, to run ads too far apart. 

Reason: People get a buying idea out of today’s ad 
and actually buy tomorrow or two days later. Keep 
your goods before the customers’ eyes. As spring opens 
up, needs for goods double and treble. 


Sherman Laundry Tray Unit 


H. B. Sherman Mfg. Co., Battle Creek, Mich., is manufac- 
turing the Sherman Laundry Tray Unit. This item is grace- 
fully designed and made of malleable brass having a high copper 
content. There are flat interchangeable handles, marked “hot” 
and “cold,” and a long spout, the end of which is tipped at 
an angle that will allow the water to throw far out toward 



















the center of the tub. In this way a pail placed under the 
faucet can be readily filled without part of the water leaking 
into the tub. 

As the unit is made in one piece, there is little possibility 
of lost screws and parts. It is fitted with a 200-lb. pressure 
ground. joint hexagon union which does not require the use 
of a pipe wrench to hold the union. 


VERIFIED NEWS OF RETAIL STORES 

Manhart & Chance are now conducting the business of 
Brown & Chance in Siren, Wis. 

A. J. Sampson has taken over the business of George Cool 
in Spencer, Wis. 

The Leader Hardware of Waupaca, Wis., has succeeded 
Thomas Nelson & Paul Williams of that place. 

Burnham Hardware Co., 719 Forty-ninth Avenue, West 
Allis, Wis., recently changed ownership. 








The Best is none too good 


SHARK BRAND 
CHISELS and GOUGES 


BEAR THIS TRADE MARK 


Trade Mark 


Beware of Imitations 


Manufactured by 
E. A. Berg Manufacturing Co., Ltd. 


Eskilstuna, Sweden 
SHARK BRAND CHISELS 
are sturdy and well made and 
craftsmen and lovers of good 
tools appreciate their known 
quality because of their reputa- 
tion. 


Butt Beveled Edge 
Regular Beveled Edge 
Socket and Tanged Chisels 
Common and Half-Round Gouges 


We carry a full line of 
SWEDISH Made TOOLS and HARDWARE 


Order from your jobber today, or write 


SCANDINAVIAN 








WESTERN IMPORTING COMPANY, Ltd. 


107-109 Lafayette St., New York 


509 E. Hennepin Ave. 304 Railway go Bidg. y= a Bidg. 


inneapolis, Minn. Seattle, Wash. ontreal, 
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PRESENTS 4 orcenbegnenar FRAMES 


Forsberg’s great seven feature metal handle hack saw 


Her 
is dropped. Try it. Frame 3” deep. Handle reinforced 
through its entire length with steel insert, spot-welded to 
frame. Frame ends of .165 x 5%” specially rolled steel. 
Genuine diamond-knurled handle. Retails for 85c. 


FORSBERG 


THE HACK SAW FRAME SPECIALISTS 


me is riveted directly to the frame for maximum 


rigidity. Frame ends are heavy, 11/16” x 3/16” specially 


rolled steel. Frame is 31%” deep and retails for $1.25 
No. 21 
The No. 21 is the same size frame and of the same 


quality, with the exception that it is furnished with a 


Retails for $1.25. 





uine diamond knurled rubber handle. 






e's one rubber handle frame that won't break when it 


No. 60 


The No. 60 is the same size frame and of the same 


lity, as the No. 61, with the exception that it is fur- 


nished with an all-metal handle. It is riveted directly to 


frame for maximum rigidity. Retails for $1.00. 
Send Coupon for Sample Frame. 


City 


The Fors Mtg. Co., Bridgeport, Conn. 

Gentlemen: indly send a sample of your No. (state which) hacksaw 
frame. 

Ps © 6 eo bis Baw Ak scla Maha Cae esa Coa nads vhs ss ihewewes Ceeale 
ce ee ERT oN RTS Ce OT Cee TCT CT TET EP TIT Tee 





The Forsberg Mfg. Co., Bridgeport, Conn., U. S. A. 
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Southern California Dealers Hold Twelfth 


Annual Convention 


In other words, the dealer should 
get an average of 40 per cent, which 
is 66%4 per cent mark-up. 

C. W. TeWinkle, Costa Mesa, told 
how in a town of 2500 his firm had 
modernized their store. After putting 
in their modern display fixtures, he 
said he could not understand why every 
dealer had not done it before. 

Mr. TeWinkle said he favored the 
open-display tables because customers 
would look around them and quite 
often, when only one or two clerks 
were in the store, customers found 
much to keep them occupied until a 
salesman could wait on them. He said 
the housewife enjoyed browsing around 
these tables. Many customers told him 
they had no idea he carried quite a 


number of items which had not been 
| the spirit of today is trying to do bet- 


on display previously. 


Harry Isenour, Riverside dealer, in | 


discussing “Aggressive Selling Meth- 
ods,” said the buying public dislikes 
substitutes and overselling. He pointed 





(Continued from puge 81) 


| out that outside of a pharmacist, there 


is no other merchant who is required 
to know so much about the merchandise 
he has to sell. He called attention to 
the different kinds of stoves and other 
merchandise which is more or less of 
a technical nature. Mr. Isenour em- 
phasized the fact that all help should 
be carefully selected and trained so 
they will know exactly what they are 
trying to sell. 

H. P. Sheets, managing director, 
N. R. H. A., closed the session with 
a very constructive and well-delivered 
talk on “Planning for Profit.” He 
pointed out that every merchant had a 
job to do, and retailing was a piece 
of constructive service to be rendered 
to the community. 
experiencing a period of change and 


ter than has been done before and the 
man who succeeds is the man who is 
doing things. 

Mr. Sheets said that no man can 


He stated we were | 


build success unless he follows a deti- 
| nite plan, and even if a store was op- 
erated by only two men, there must be 
a definite plan of What, When and 
How. 

If the dealer will study his needs 
and wants and tries to find out why 
|customers like certain stores better 
| than others, he will have a good foun- 
| dation on which to work. 

Mr. Sheets emphasized the impor- 
| tance of wide aisles, open displays, 
| plain pricing and good light. He feels 
| merchants should not let the public get 
| the idea their stores are “high priced.” 

He urged dealers to assign more im- 
portant duties to their employees in- 
stead of trying to take care of so many 
details and furthermore, when they try 
to reduce expense, to think of the em- 
ployee as an investment and not a lia- 
bility, because the success of the 
| business would depend largely upon the 
| kind of service and contact these em- 
| ployees gave. 
































APARTMENT HOUSES 





PUMDS WATER SYSTEMS «HAY 


MYERS 


ELF-OILING 





RE: ISTERED TRADE | ang Si 


Myers Self-Oiling Power Pumps 
are easy to understand, easy to 
install, easy to maintain. They 
represent long years of pump 
building experience, inventive 
genius and exacting care, and 
bring to those who have water 
problems to solve a new standard 
of service that makes the name 
MYERS synonymous with busi- 
ness and profits for those who 
sell them. Consult our Engineer- 
ing Department and get complete 
information and catalog. 


CAPACITY 

300 70 9000 

GALLONS PER 
HOUR 














MOTOR EQUIPPED 
POWERPUMPS 


SOLVE MODERN 
WATER PROBLEMS 


From the farm to the factory—you will find 
the field for the sale and installation of 
Myers Self-Oiling Power Pumps as wide as 
you wish to make it. 


mz FL.EMMYERS & BIRO.¢e: 


ASHLAND, OF 10. 
Manufacturers for over Fifty Years of MYERS HONOR-BILT PUMPS for Every Purpose 
WATER SYSTEMS “HAY and 


FURNISHED 
WITH OR WITHOUT 
MOTOR 


RAIN UNLOADING TOOLS BARN. FACTORY end 
HANGERS: STORE LADDERS. Etc. 




































Ball Players Are Training 
(Continued from page 71) 


provided and that proper umpires officiate—and the 
latter point is extremely important. 

This is the work that is being continued and enlarged 
upon. The major leagues have provided a $50,000 fund 
for the promotion of baseball interest and will work 
closely with this program, according to latest reports. 
We can think of no better gesture than for a hardware 
merchant or the hardware merchants of a community to 
sponsor a team in this competition. If the town is too 
small for the hardware trade, let all merchants of the 
town sponsor such a team. 

In some localities hardware merchants have done ex- 
cellent work inducing industrial firms to sponsor teams 
from among their own employees. Such teams are 
usually too old to participate in the Legion contest, but 
there is always possibilities of local, county and district 
leagues to supply a varied schedule. From the dealer 
point of view, such sponsorship means much. It means 
that the sale of uniforms, masks, shin guards and other 
necessary equipment is bona fide and does not depend 
upon the more or less precarious gate receipts or win- 
ning of side bets. Also it means that when the firm 
sponsors a team, there is a much better opportunity of 
getting the use of park diamonds and of the team keep- 
ing schedule dates. 

The baseball season may be said to open with “Base- 
ball Week,” which has become an institution. The date 
is April 1 to 8. It is expected that every dealer in base- 


baseball goods and interest that week. The picture used 
in this connection is a suggestion. This display by the 
Smith-Winchester Co. of Jackson, Mich., was only in- 
cidentally a baseball window. The occasion was the 
world series games and a companion window suggested 
buying a radio to hear play by play reports of fhe games. 

The point we wish to make is the use of the miniature 
figures for ball players, spectators in the grand stand 
and similarly sized cars for the parking spaces. 


amateur display man with such materials. The upper 
parts of the window can be used for the display of 
gloves, balls, bats and other merchandise. 
year’s prize window display for the Baseball Week 
competition was of this sort. 
carry these figures, HARDWARE AGE can tell you where 
to obtain them. 

Baseball merchandise manufacturing is a considerable 
industry. Ten makers divide about $2,000,000 of busi- 
ness, with four of the firms doing the bulk of the busi- 
ness. There are six manufacturers of catchers’ masks, 
24 manufacturers of gloves and mits; 10 manufacturers 
of baseballs ; 16 of uniforms ; 24 of shoes, besides purely 
local firms. So it will not be difficult to find a line on 
which you will not have direct competition. 





SO DEUCEDLY AWKWARD! 
A London driver drew up when he saw a pedestrian 
directly in his way and very politely inquired: 
“IT say, sir, may IT awsk what are your plans?” 


Ma: “Where’s the cow, Johnnie?” 
Johnnie: “I can’t get her home. She’s down by the 
railroad track flirting with the tobacco sign.” 
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ball supplies will devote at least one window display to | 


A | 


wonderfully effective scene can be made by even an | 


Indeed, last | 









If your jobber does not | 
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Makes the Operation of SS 
Swinging Doors Convenient * 







Door Holder Set No. 501 combines the advantages of 
two popular items from the FrantZ Line of Guaranteed 
Builders’ Hardware: 






7 





First, a Door Holder that will hold doors 
open securely against the stiffest wind; 






Second, a Chain Pull that not only pro- 
vides a grip for closing the doors but also 
a thumb release for the trigger of the 
Door Holder. 







The No. 501 Set is made entirely of steel. It is 
finished in japan or dull black japan. Write for 
prices on this unusually convenient outfit. It takes 
the trouble out of operating swinging doors. 








FRANTZ MANUFACTURING 
COMPANY 


DEPT. H-629 
Sterling, Illinois 





























No Hardware ts Genuine FRANTIZ 
QUALITY Without the Red Label 
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Py-amid One 
Gross Box 





DeLuxe Quality 
Costs More -- And Worth It! 


Here’s How, 
Folks! 


You Can Sell Bottle Caps 
That Simply Won’t Stay On 
The Shelf. 


UT the caps must be clean and sani- 
tary, and they must seal perfectly 
---otherwise your customers won’t come 
back. 
That’s why so many Hardware Dealers 
insist on selling Crown Cork and Seal 
caps. Leaders in each price class. 


“HOME USE” BRAND— 
Standard Quality 
“PYRAMID” BRAND— 
Highest Quality 


7 


Send 10c for a sample package of either 
brand to cover mailing. 


oh a fi oe _ 





7. 


oe -— - 


Special proposition for Hardware 
Dealers. 
+ ne ae 
‘“‘*HOME USE” BRAND—The STANDARD quality 


Bottle Cap---outsells any other brand on the 
market. NEW LOW PRICES. 


CROWN CORK & SEAL COMPANY 
World’s Largest Bottle Cap Makers 
Baltimore, Md. 

The sale of bottle caps is growing. Mil- 

lions of packages are sold every year. 
Bottle Caps are a staple NOW in Hard- 
ware Stores. 





einem | 


IKE the old well established 
trade names in the hard- 
ware field “Cleveland” Grind- 
| stones is the outstanding name 
‘on grindstones and “Cleveland” 
Grindstones are by far the best 
sellers. Make sure you have 
ample stock for the spring 





' trade. 


Frame of heavy angle steel 
1%” x 1%4"” x %”, strongly 
braced and is = with 

igh rade 


Substantial light running, 
— with a “Clev x 





t er Berea 
rit, which we alone manu- 
acture. 19 to 22 inches, in 
diameter. 134” to 24%” thick. 
Frame can be set up in a 
jiffy—merely by manipulating 
one bolt. Shipped knocked 
down and crated. 


our standard 
“Clevelan d 


selected a 
Shipped folded com- 


stone, 
plete, stone crated sepa- 
rately to save freight. 


|THE CLEVELAND STONE COMPANY 
Cleveland, Ohio 
283 Front Street, New York 


Lombard & Co., Inc., Boston, Mass. 
New England Agency 

























Wouldn't 
Put Your 
Hand InYour 


= Customers 
Pockets! 


But you can induce them to “dig down” a 
little more freely in your store by adopting 
the Bunting method of issuing your own store 
magazine. 


There is real value in this method of letting 
people know where you are and the variety 
and quality of goods you sell. When you 
adopt the Bunting program you can count on 
results. Bunting service is characterized by 
the following desirable features: 
Plenibility Sicily’ cualog to produced by The 
Bunting System you have the privilege 
of determining what items you will fea- 


ture and recommend in your community 
and at your own prices. 


Effective- More than 800 hardware dealers are 
already using the Bunting plan; many of 


ness them into their fourth successive year. 
They speak well of it. Let us send testi- 
monials. 


Mass production along standardized lines, 
and splendid cooperation extended by 
more than 300 outstanding manufacturers 
enable us to produce a monthly store 
paper for you at a lower cost per family 
than has ever been possible heretofore. 


Economy 


Attractive- Bunting Store Papers are printed for 
you in two colors throughout, with an at- 
ness tractive picture on the front cover, and 
just enough reading matter on each inside 
page to create interest among your cus- 

tomers. 


The Bunting idea is spreading. Dealers recognize 
in this system an effective means with which to 
cope with difficult local situations. 


Full information is cheerfully furnished to dealers 
who inquire. 


Write to 
The Bunting System 
North Chicago, Illinois 
—— oo laS=>SeEeE=—————ee 


















“10-80” Garage Door Hardware i 


A typical Allith-Prouty product. Service door is hinged; all 
other doors move quickly and freely at a touch of the hand. 
Roller bearing wheels with ball bearing swivels make a free- 
running, quiet, jam-proof combination. Brackets and hangers 
have positive vertical and lateral adjustments. Hanger apron 
and frame are “certified” malleable. BIG FEATURES which 
the customer wants. 


This Fine Door Hardware 
Costs No More for You to Sell or 


Your Customer to Buy 


Longer life, better service, extra protection, 
more satisfaction — Allith-Prouty Garage 
Door Hardware offers the most logical buy 
for your customer, and the most profitable 
sale for you. 


Tremendous popular demand has brought 
within the reach of everyone this line of 
equipment, famous for 25 years. Every car 
owner can enjoy the rugged strength. 
weather-tightness, and ease of operation so 


characteristic of ALLITH. 


In adapting A-P hardware to old doors, or in 
installing complete new jobs—Allith-Prouty 
has some real profit-makers for you. Send 
for catalog, which gives full facts on this fast- 
selling line. 


Allith-Prouty Company 


Danville, Illinois 
Manufacturers of 

Garage Door Hardware Fire Door Hardware 

Rolling Ladders Overhead Carriers 

Spring Hinges Door Hangers 

Airport Door Hardware Malleable Iron Washers 

Industrial Door Hardware Stadium Seat Brackets 


Certified Malleable Iron Castings 


Allith 
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Earns Its Place For the Hardware Trade 


In Your Slipknot Friction 
neal Tape meets every 
SPRING requirement of 

FRIC’ hardware dealers 


who want a tape 


CLEAN -UP f that will stick to 
! : Nor the article being 


taped and hold 


DISPLAY | * — _}] everlastingly. 


For home, shop, 


and Pays Its Own Way i Spddaienive,cadio 


: and electrical 
IN PROFITS gest a tk 
eee price, Cannot 


dry out. Big 
seller. 








Put up in 1, 2, 4 and 8 oz. rolls in attractive Orange 
and Blue Packages. Our Counter Display Carton 
for 1 and 2 oz. rolls starts sales soon as shown. A “trial 
order” will convince you of its merits. 


SOLD THROUGH JOBBERS 


Alse manufacturers of Rubber Heels and Composition Taps 


Plymouth Rubber Company, Inc. 
1000 Revere St. Canton, Mass. 










































































For the first step in outdoor clean-up 
in many millions of homes this Spring 
first choice is the Union “Safe-T” Rub- 
bish Burner. Stock them first and sell 
them first. In three sizes, welded top 
and bottom. Sell No. WS1 at 98c or 
as “A Regular $1.25 Value, Special at 


soos WHEN CUSTOMERS 


Made of heavy electric welded galvan- 
ized wire throughout. Nest for eco- 


nomical shipping. Write for new 5 
“ ATLAS TACKS | 
geal 
Union Steel Products Co. Hl 
sin, Michio €, SMALL NAILS 


Canning THEY REMEMBER. 
Cake Retails at WHERE THEY BOUGHT 

















Cake 


Wire “cc ° 99 $ THEM ~~~ ~~~ EVERY 
Kiehen Union TIME THEY USE THEM 
SAFE-T 


ba 
: ATLAS TACK CORPORATION 
Rubbish Burner Fairhaven, Mass., and St. Louis, Mo. 
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H.w to get extra profits 
from your regular customers 





VERY day many people enter your store 
who have real need of fire protection. 







They own houses—office buildings—stores | 
—factories—motor boats or motor cars. Or 
they buy for churches— clubs— banks— or | 
other business organizations. 









You will find that many of them will readily | 
buy Pyrene Fire Extinguishers. They have | 
heard of these extinguishers as the most de- | | 
pendable on the market. 











. a | 
Plan to get this extra business. Window and | 


counter displays, plus a little salesmanship on | 
your part will bring this profitable business to | Rugged strength and 
: proven service are 


your store. 
The Pyrene line is complete. It gives you a | provided in the com- 
type of extinguisher to sell for every fire hazard. pl ete line of GRIFFIN 










Garage Hardware 
Sets-used by thought- 
ful builders every- 
where. +7 7 + 














PYRENE MFG. COMPANY 
NEWARK, NEW JERSEY 
Branches: Atlanta Chicago Kansas City San Francisco 
Makers of Fire Equipment since 1907 

and Pyrene Tire Chains | 



















ranch Offices__, 


New York, 45 Warren St. 
Chicago, 555 W. Randolph St. 
Boston, 76 Batterymar: 

San Francisco, 703 Market St. 






TON IS LOONEY Ae DENNIS AIP, 
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ARMSTRONG BROS. 


Saunders Type Pipe Cutter 


With this cutter the hardened steel rollers 

eliminate the burr raised by the cutter 

wheel. The point of the screw is hard- 

ened and bears on a hardened tool 

steel insert. All parts are carefully 

machined and are interchangeable 

with similar parts of standard 

pA dake , Ae # “o makes. Write for Catalog P-10. 

Line of Better Pipe ARMSTRONG BROS. 
Tools include the All TOOL CO. 

Steel (Barnes) Type “The Tool Holder 
Cutter and the Armstrong People” 


Bros. Improved Heavy Duty 314 N. Franciseo Ave. 
Cutter. CHICAGO 








POULTRY- SHEARS 


Best Quality. Makers of 
all kinds of high class 
Poultry Shears 

since 1905. Buy 4 

this famous 


Eagle 
Poultry Shear 


from the inventor. 


AUGUST BRECHER 
SOLIGEN 3, Germany 


Poultry-Shears with handles of Celluloid in 30 
different colors. Stainless-Shears, Gilded Shears. 











STRATTON?! 


GOOD 
wooD 
HANDLES 


Plain, or Enameled 
IN COLORS 


Stratton Mfg.Co., Stratton, Maine 


For Small Tools, 
Utensils, Electri- 
cal Goods, 

Enameling, both 
baked, and ai 











Instantly Popular With the Public 
New Decorative 


MOORE PUSH-PINS 


4 colors—3 sizes—Gilt Decorations 


List Price $4.80 Dealers’ Price $3.00 
Packed 48—10c. blocks to Display Box 


MOORE PUSH-PIN CO. 
(Wayne Junction) Philadelphia 
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raed are ae to enclose order for one copy of the 
Ninth Edition of Hardware Age Verified List. 

As you no doubt know, our business is almost exclu- 
sively with the wholesale hardware jobbers and when 
we tell you that our products are found in some 75,000 
stores in the U. S. to which we do not sell direct, you 
can readily understand that we find your Verified List 
of considerable value to us. 

We use it daily, we cannot afford to be without it and 
anticipate an early receipt of a copy of the Ninth Bdi- 
tion. 


Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


CONTENTS OF NINTH EDITION 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware in 
the United States and Canada. 

Department Stores carrying hardware and housefurnish 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines 

Sporting Goods Wholesalers. 

Mail Order Houses handling hardware and housefurnishing: 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers 
is indispensable in economic direct-by-mail promotion 
work and also a helpful guide for salesmen’s calls. Every 
manufacturer’s sales manager should have one on his 
desk, and evéry salesman could profitably carry a copy in 
his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and 
these all appear in the Ninth Edition. 

Hardware Wholesalers and Manufacturers’ Agents find 
Verified List of great value in “checking” their prospect 

records. 


It really is 18 directories in one. 


PUBLISHED ANNUALLY 


Price of the Ninth Edition, 
$15.00 postpaid. 





TYPEWRITTEN MAILING LISTS. We can fur- 
nish you with lists of the principal trades and pro- 
fessions in the United States, Canada and foreign 
countries, Prices quoted upon application. 








ADDRESSING, MULTIGRAPHING, ETC. We 
have facilities for addressing envelopes, cards and 
broadsides from your list; and for multigraphing and 
filling-in form letters. Prices quoted upon application. 

















Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 


= Se a 
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PLUMB TVULS 


x HAND- FORGED ei 


For Carpenters, Plum- 
bers, Auto Mechanics, 
Tinners, Bricklayers, 
Concrete Workers. 


This Display 
Board Sells 
tools fast! 


Install one in your store. 


Plomb Tools are su- 
perior quality, hand- 
forged for great 
strength and long wear. 


Send for our Complete 
Catalog—we sell you direct 
and Advertise Nationally 


Plomb Tool Company 
2209 Santa Fe Ave., 
Los Angeles 


1146 W. Lake St., Chicago 
4306 - 36th St., Long Island City. 
N. Y. 


Immediate Delivery 
from Warehouse 


Stocks 


HUNDREDS OF HARDWARE STORES 
Find Lawn Mower Sharpening Profitable 


These stores have come to realize that many 
first-class lawn mowers they sell fail to give 

good satisfaction simply because of improper 
sharpening. These dealers, by installing an 
IDEAL LAWN MOWER SHARPENER and 
sharpening the mowers themselves, render a \ 
much wanted service to their customers and 
make liberal profits themselves. 


$1.50 to $2.00 PER MOWER 
for 15 Minutes Work 


Any boy can operate the 
IDEAL. Slip the mower 
into the IDEAL without 
dismantling, make a few 
simple adjustments and 
in 15 minutes the mower 
is perfectly sharpened— 
every blade with a true, 
keen edge. The usual 
charge, $1.50 to $2.50 
per mower, is mostly 
profit. 


The IDEAL SHARP 
ENER _ requires little 
space, operates from a 
light socket, and its first 
cost is extremely low. 


eo 


Write for prices and 
full information. 


THE FATE-ROOT-HEATH CO. 
901 Bell St. Plymouth, Ohio 











eX MOUTH 








Your sales of 
Superior Hex- 
agonal N et ting 
can be materi- 
ally increased 
by suggesting 
this evenly 
woven and 
heavily galvan- 
ized product for 
various uses. 


The Netting with the 
Rooster Label 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 








KIMBALL 
ELEVATORS 

















©) 


LIGHT 
ELECTRICS 


Kimball Light Electrics afford 
a means of vertical transpor- 
tation at a very low initial 
and operating cost. 


These elevators are standard- 
ized in different sizes and de- 
signs—any business, large cr 
small, will do well to inquire 
about Kimball Light Electric 
machines before making a 
final decision regarding eleva- 
tor service. 








Write for Particulars. 


KIMBALL BROS. CO. ( 


1117-41 Ninth Street 
Council Bluffs, Iowa [\ 
A re Se q 
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Pavan [ullers 


Send for details to Bluffton Slaw Cutter Co., 110 Jay St., Bluffton, O. 

















Starrett Steel 
Tape No. 
530 


The 
most popular 


low priced 
tape is the \ 
Starrett No. 530. 


Sell Starrett 


2553 











Robertson “Horseshoe Magnet’ Hammer 


THE HAMMER 
HOLDS 
THE TACK 


The best permanent magnet hammer on the market. 


A PRACTICAL AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition 














Name end design trade marks registered U. 8. Pat. Of 


ARTHUR R. ROBERTSON, 596 Atlantic Ave., Beston, Mass. 
Sole Manufacturer 


he 


_ the new SNELL Construction Bit 
Lier 


The Screw—Spur— 
Throat cutting edge 

-- important 
Snell features. 


Snell Bits stand the Write today for Cat- 
{ for builders, alog. 

miners, contractors, ° , 

shipyard and rail- 

road workers. 


SNELL MANUFACTURING CO., FISKDALE, MASS. 
Sales Representative: san S. . ng og Co., 113 Chambers 8t., 


























Ask for samples. 


Nail and Cuticle 
Nippers 
EMIL GIERLING 


SOLINGEN 
GERMANY 


A Very Attractive , 


Made of beechwood 
with black non-rust- 
ing wire and trans- | as 
parent unbreakable ull 
glass protectors. 


ui 
e is no possi- til : 


bility of the food h 


Fy 


oD 
being thrown out. 

First class work- Lh hg 
manship. Has many 

strong selling fea- 
tures. Send for 
catalog. 


Holzindustrie Stadtilm, 





Stadtilm, Germany 











FYS cusnion TIRE 


STORE LADDERS 


= Insure perfect shelf service for any 
j line of merchandise. Deep tread steps, 


. 


nan 























PATULLAUAANAA\) 
ual 




















LOU 
ul 
ORT 


age spaced, with convenient full 
length handholds on both sides of 
ladder permit mounting or descending 
with ease. Both hands free to remove 
or replace stock without danger of fall- 
ing. Cushioned Tired Trolley and Truck Wheels elim- 
— noise and epee vibration. Erection as simple 
A,B,C. Utilize small space. Make top shelves 
soldi available for stock urposes. One style— 
neat of design—nicely finis pee height ceil- / 
ing. Thousands in use. Circular on request. /} 


mt FE MYERS & BRO.co. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 


i 
/ 
i 











BULL@ FROG 
WHEELBARROWS 


This outstanding Bull Frog No. 301 has met with en- 
thusiastic, nationwide acceptance. It is the one great 
all-purpose barrow seins with equal force to con- 
tractors and home folks. Light weight, easy running, 
compact, painted red and black, and popular- -priced. 
Other Bull Frog barrows, carts, and scrapers for every 
garden, farm, mine, mill, contracting and industrial use. 


Write for catalog. 


The Toledo Wheel- 
barrow Company 
Toledo, Ohio 
Branch Office and Warehouse 


Chicago : 
69 E. Wacker Drive 
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An unusual merchandising plan, 


offering unusual opportunities for 
profit, 1s being used to market the 
new Holmes Electric Refrigerator. 


HOLMES PRODUCTS, INC. 
205 East 42nd St. New York City 


HOEMES 


ELECTRIC REFRICERATOR 








| 
} 


Simplex / 
Screw Jacks / | 


Sell on Sight! 


[heir Visible Screw, Stability, 


| Workmanship & Duco Coloring 


Create Sales Appeal _ 


im plex Lever Jacks. 
Pipe Pushers 
and Trench Braces 
have been famous 
for Years 


Templeton, Kenly & Co. 


ST.1899 


Chicago, Ill.,U.S.A. 





BURNLEY 

See ad The Soldering 
Paste that has 
satisfied cus- 


tomers for over 
23 years. 


Rey SOLDERING PISY 
SOLDERING PASI! 


ey 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 


Sample free. 








DODDDDADDDAL DD ds. 


THE CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Wurehouses—New York, Chicago, Philadelphia 
Western Factery—Dayton, Ohie 














MASTER PLIERS 
Unbreakable— Guaranteed 


‘hoe powerful compound leverage design means easier cuts, 
longer life, greater usefulness. 


Investigate the sales possibilities of 


Master Pliers. Order from your 
jobber. 


MASTER 
PLIER CORPORATION 
7328 Harrison Street, Forest Park, Illinois 








fe | eA 99 
WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND 


Its Use Enables 
Him to Weld Steel 
as Easily as Iron 


IT HAS NO EQUAL 


Manufactured by 


ANTI-BORAX COMPOUND Co. 
_. FORT WAYNE, IND. 


; PRussell Jennin s Mfg.Co, 


Ge, Satisfied 
4 Customers | 
Profitable Sy 
Sales 


€ ester, Conn. 21-132 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Jake) = a 0). 9 DB) 


SAMSON SPOT, PHOENIX and SACHEM brands 
each the standard of quality for its particular use. 


“There IS a Difference in Sash Cord’”’ 
OTHER BRAIDED CORDS * COTTON TWINES 


Send for catalogue, samples and selling information 





NIN itt Rl 
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Classified Opportunities 





Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 





BOXED DISPLAY RATES 


Positions Wanted Advertisements 
50% off rates quoted 


Address your advertisements and replies to 








Set Solid, Minimum of 5 lines... .$3.00 
Each additional line 60 


All Capitals, Minimum of 5 lines.. 4.00 
Each additional line 80 


Average 10 words to a line 
Allow One Line for Keyed Address 





Hardware Age, Classified Oppor- 
tunities, 239 West 39th St., ew 


Discounts for Classified Advertising York City 
4 insertions, 10% pr 8 insertions, 15% Harpware Ace is published each Thursday. 





Forms close Nine Days previous to date of 





Remittance Must Accompany Order publication. 


Samples of merchandise, literature, catalogs, on ing we than ordinary reforwarding postage should not 
be a to bers. 





BUSINESS OPPORTUNITIES 


REORGANIZATION—BACKERS WANTED. Large Eastern Manu- 
facturer of Household Steel Refrigerator Cabinets. Trade-name Nationally 
known; sold to Department Stores, Dealers and Manufacturers of Elec- 
tric Iceless Machines; constant demand during entire year. Big profits. 
a o the ground floor. Address Box 1-287, care of Harpware Ace, 
New York. 





FOR SALE—A CLEAN STOCK OF HARDWARE AND SPORT- 
ING GOODS with modern fixtures. Stock will inventory at about $20,000, 
and the fixtures about $2,000. A good opportunity for one wishing to 
ae up a new store. Address Box I-299, care of HArpwarE AGE, New 

ork. 


POSITIONS WANTED 


EXECUTIVE, ASSISTANT—27—12 years’ experience buying and 
sales, excellent correspondent, exceptional training in hardware, good 
knowledge of housefurnishings and allied lines, possessing tact, good judg- 
ment, accustomed assuming responsibilities. Employed at present, desires 
connection with wider opportunities, willing to travel. Salary require- 
ment nominal. Address Box 1-298, care of Harpware AGg, New York. 


SALESMAN—20 YEARS’ SUCCESSFUL RECORD, selling Hard- 
ware, Housefurnishing and Department store trade—New York State— 
Pennsylvania—Central New York headquarters. Established trade con- 
nections—want to change to one strong Manufacturer’s line. If you can 
use an aggressive responsible salesman of good judgment—a business getter 
Address Box I-301, care of HarpwAre AGE, New York. 














FOR SALE IN DUTCHESS COUNTY—Hardware store, selling shelf 
hardware, tools, paint, glass, housefurnishings—modern fixture, modern 
window, only real hardware store in town. On a main road. Will give 
ood lease. Stock complete. Store doing good business. Address Box 
-296, care of Harpware AcE, New York City. 





FIXTURES FOR SALE—Heller (3) Section Combination comprising 
one tool cabinet and two sections of shelf boxes. Total length about 25 ft. 
Used a short time. Two floor cases. One 9 ft. One 7 ft. One cash 
register. C. H. DARLING COMPANY, Woonsocket, R. I. 





FOR.SALE—RETAIL HARDWARE STORE situated in a live town, 
western New York. Stock inventories about $15,000. Will sell or rent 
building. Address Box 1-281, care of Harpware Ac, New York City. 





FOR SALE—HARDWARE STOCK, fixtures and tools, located in 
good towa. Good going business, established location. JOHN OD. 
LAWSON, Milan, Michigan. 





HELP WANTED 


WANTED—RETAIL HARDWARE CLERK AND | SPECIALTY 
SALESMAN. One who is capable of selling Washing Machines, Sweepers, 
Radios, Electric Refrigerators, Stoves, etc; only energetic upright young 
men need apply. Give reference and state salary or terms with 
qpetication, _Address DUPO LUMBER & HARDWARE COMPANY, 

upo, inois. 








LARGE BUILDERS’ HARDWARE MANUFACTURER has opening 
on staff for thoroughly experienced builders’ hardware contract salesman. 
Must be capable of estimating on all classes of New York Building. Prefer 
man who has called on New York City architects and builders. Address 
Box 1-295, care of Harpware Ace, New York. 





WANTED—A THOROUGHLY EXPERIENCED MAN to work in a 
large suburban hardware store near New York City. State experience. 
——. age, pas salary desired. Address Box 1-273, care of HARDWARE 
Ace, New York. 





POSITIONS WANTED 


SALESMAN WITH TWELVE YEARS’ EXPERIENCE, covering 
wholesale and retail trade in Western Pennsylvania, Eastern Ohio, North- 
ern_Maryland, West Virginia and Northern Kentucky, desires to make a 
change. At present employed as district manager of national concern in 
this section. Headauarters Pittsburgh. Desire executive position or will 
represent manufacturer of good strong line in this district. Address Box 
1-282, care of Harpware Ace, New York City. 








. HARDWARE MAN, 28 YEARS OF AGE, with 12 years’ experience 
in sales and purchasing departments. Prefer to connect up with a concern 
- or — New York City. Address Box 1-266, care of Harpware Acr. 
New ork. 





SALES EXECUTIVE. At present employed by Lawn Mower Manufac- 
turing Company. is open for Position in similar line. Would like to ar- 
range for personal interview with interested parties. Address Box T-297, 
care of Harpware Acer, New York. 


BUILDERS’ HARDWARE CONTRACT SALESMAN—Experienced 
in figuring all classes of hardware from architect’s plans and specifications, 
desires connection with Jobber in eastern. states. Familiar with leading 
lines, having store, factory and department executive experience from 
whom satisfactory experience is obtainable. Address Box I-305, care of 
Harpware Ace, New York. 





BUILDERS’ HARDWARE MAN—Twenty years’ experience, desires 
immediate connection. Thoroughly experienced in estimating from archi- 
tect’s plans and specifications and -familiar with the leading hardware 
7 reed lines. Address Box I-304, care of Harpware AcE, New 

ork, 


YOUNG MAN, 25 YEARS OF AGE, COLLEGE EDUCATION, 4 
years as salesman for leading Jobber and 4 years assistant buyer in 
Hardware Department of prominent New York Department store is 
open for position. Box I-303, care of HarpwAre AcE, New York. 








SALESMAN, 29 YEARS OF AGE covering Hardware trade in Eastern 
Ohio and Western Pennsylvania, desires making a change. Has ability, 
personality, and appearance. Prefer position with a manufacturer. Ad- 
dress Box I-300, care of Harpware Acg, New York. 


SALES ACCOUNTS WANTED 











WANTED 


Sales Representation and Distribution or Both— 
within a radius of 50 miles of New York City—in Hardware 
specialties, Radio Accessories, Electric Appliances by a 
reliable house with experienced sales force. 


Address Box I-268, care of Hardware Age, New York 











s 








MANUFACTURER’S REPRESENTATIVE WITH SHOW ROOM 
in New York City and sales force covering Connecticut, New York, New 
Jersey, Pennsylvania, Delaware and Maryland for past two years on one 
line, which is now well established; is open for one more good line on 
commission basis. (Call on jobbers, Hardware, Department and House 
ad Stores. Address Box I-302, care of Harpware Ace, New 

ork. 





SALES ACCOUNTS, WANTED—National sales organization with 
branches in important cities desire to add several high grade lines selling 
to retailers and jobbers. Nationally known lines preferred, though no 
objection to introducing merchandise with merits. Our present connections 
of a this “Ad.” Address Box I-290, care of Harpware Ace, New 

or ity. 





MANUFACTURERS REPRESENTATIVE calling upon the jobbing 
and larger retail hardware trade of the Middle West States, with Chicago 
headquarters, desires additional reputable line. If interested in procuring 
active and high gradé representation, address Box 1-291, care of HARDWARF 
Act, New York City. 

SPECIALTY SELLING. Wanted for Illinois on commission a high 
class quality yoga A or short line that repeats. Travel entire State 
thoroughly in car. er 2000 live retail accounts. Have traveled terri 
tory 12 years. Am a reliable volume producer. C. R. VERTREES. 
Box 235, Peoria, Illinois. 

















Classified ‘Opportunities 





SALES REPRESENTATIVES WANTED 


REPRESENTATIVES WANT ‘ED—Who are calling on the retail hard- 
ware and kindred trades to sell, along with their other lines, “SANI- 
TATE,” The Wonder Cleaner in packages and in bulk, 
erences and territory covered Address Box T-283, 
Ace, New York. 








THOROUGHLY EXPERIENCED HARDWARE SALESMEN for 
Suffolk County, Long Island, Westchester County, New York, and Sussex 
County, New Jersey. Only those having had previous wholesale hardware 
a saperionse need apply. Address Box I-278, care of HARDWARE AGE, 

ew Yor! 


COMMISSION SALESMEN IN EACH STATE for manufacturer of 
band tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Ace, New York City 





Please give ref- | 
care of HARDWARE 


SALES REPRESENTATIVES WANTED 


MANUFACTURER OF BUILDERS’ HARDWARE has opening for 
efficient representation in several territories where trade has already been 
established. In replying state lines now carried, houses represented and 
exact territory covered. Write Box 1-270, care of Harpware Acr, New 
York City. 








SPECIALTY SALESMEN CALLING ON THE HARDWARE 
TRADE. We have a side line of a popular article used on every home. 
pocket sample. Liberal commission. CAMBRIDGE-WHEATLEY CO., 
Dept. “C,” Covington, Ky 











LET US Help You Word Your “Want.” 











Are You Looking for 
REAL Sales Representatives? 


The Classified Opportunities Section of Hardware 
Age is read every week by the kind of men you 
want to get in touch with. 


It costs little to tell them your story 











Want a Position? 


When hardware concerns want experi- 
enced help they naturally turn to the 
“Positions Wanted” column of the busi- 
= paper that dominates the hardware 

eld. 


— paper is HARDWARE AGE. 

ou want a position—use the 
HARDWARE AGE Classified Oppor- 
tunities Section. 





——_—_—S 


Made for Men With 
Vise-Like Grips! 


Made of one forging from handle te tip of 
special x. js stecl—perfectiy hardened te 
i or strain without — or 

handles cannot off. 


One of the products from 


on on the yh eS | te a dealers 
i, cy a display and they'll de their 
own selling. 
‘ "The Jools in the Piud Bow 
AMERICAN SAW & MANUFACTURING COMPANY 
Springfield, Mass. 

















ANCHOR BRAND 


CHISELS 


made in 


Eskilstuna 


SWEDEN 


Home of the Worlds Finest Steel 
a tl 


Jonsson Wane Sree 
& SPARRE, INC. 
importers 
162 —? St. 
New York 


i.: BARelay ye 











The reputation of 


Brown €4& SHARPE 
TovuLs 


for Accuracy and Reliability 
ebatetme ata ben: ready markct 
wherever metal is used 


BROWN & SHARPE MFG CO 
Provipence RIE USA 


Worlds Standard of Accuracy 





Make Your Wants Known 


if it's Hardware u have for sale or want to buy— 
make your wants known in ae sa, & “News- 


paper of da whol 
til over the United States " 
Barpwarze Acs will bring buyer and seller together at 
minimum cost. 








Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assuramce 
of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 
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INDEX TO ADVERTISERS 














THE ADVERTISERS INDEX 1s published as ‘a and 








not es e part advertising 
allowances will be made for errors or failure to 


contract. 


of the 
insert. 





Brery care will be taken to index correctly. 
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THE ADVERTISERS INDEX is published as a convenience and not as 8 


No allowances will be 


part of the advertising contract. 
taade for errors or failure to insert. 


Every care will be taken to index ecerrectly. 
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The Finest ~ 

That Brains and 

Experience Can 
Produce 


Quality is built right into 
these screw drivers. They 
are drop-forged from 


KILBORN STEEL 


—the toughest steel known; 
Handles of the STEEL ROD 


/ 
7 
are finished in Duco green. 
; 
y 
y 
4 
Z 
é 
4 
4 
4 
; 
¥ 








Very attractive. IMPERIAL 
handle is black walnut. Blades 
cannot turn in handles. 
sellers. 


THE GREEN LINE 


includes Punches, Box Hooks, 
Drills, Cold Chisels, Screw 
Drivers, Offset Screw Driv- 
ers, Screw Driver Bits and 
many other tools. 


Send for Complete Catalog. 


Rapid 





STEEL ROD 
IMPERIAL 


New Haven Conn. 


Manufacturers of the 


“GREEN LINE TOOLS” 


Reg. U. 8. Pat. Office 














They Slide 
Softly and 
Silently 





DOMES of SILENCE 


Save furniture, carpets and floors. Made of highest 
grade steel. Beautifully finished and correctly shaped. 
Seventeen years of constant sliding service without a 
complaint. If your Jobber cannot supply you—write us 
direct. 









Retail 





The Package 


ades of ———y & Goatens. Pin 
ails, etc. 


APPLYING 


We also make all 
Slides, Felt Slides, Upholstery 


DOMES OF SILENCE, INC. 


21 Pearl Street 


New York City 
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How much of the rent 
raat. | 
4445. Do Your 
Window Displays 


Pay? 


Do you use your windows 
merely to let the passerby 
know you sell hardware, 
or do you put them to 
work as “Silent Sales- 
men?” You know a real 
salesman is much more 
valuable than a_ mere 
‘ “Order Taker!” Why 
not put your window dis- 
plays in the selling class? 


Your files of Hardware 
Age describe and picture 
many window displays 
that have made money— 
displays that “Pay the 
Rent” and bring about 
the much sought Rapid 
Turnover. 


Put these ideas to work! 
HARDWARE AGE 


239 West 39th Street 
New York, N. Y. 


































Harpware AGE for MaRcH 14, 1929 














AS long as American homes have front porches—as 
long as tired men rest gratefully in the carefree 
swinging comfort of the porch swing on a hot summer’s 
night — this commonplace, staple chain specialty will 
be sold—at a profit. 


And of course it will usually be bought in the hard- 
ware store as long as it js on display where it can be 
seen to remind folks to buy. 


Porch Swing Chains in Bulldog pattern, Y-type, may 
be had bright galvanized or hot dip galvanized, in sets 


of two chains to the carton, with ceiling hooks. Straight 
type, with S-hooks and ceiling hooks, are packed in 
sets of 4 chains to carton. 

Stock up for springtime and summertime ahead—a 
demand exists for porch swing chains. Meet the demand 
and make a profit. Order from your Jobber. 


Sas SHAR) PRVVUETS £9 
3934 Cooper Ave. Hosabliched 1606 CLEVELAND, OHIO 





Chain Specialties 




















HARDWARE AGE for MARCH 14, 1929 
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Burtonr’s IDEAL 


Wall Paint Brush 


* Constructed with the same patented principle of bristle setting as intro- 
duced two years ago in BURTON’S famous Dutch Kal Brushes, BUR- 
TON’S Plastic Paint Brushes and BURTON’S Flatting Wall Brushes. 


Named I DEAL beeause 


In material and construction, every point has been 
carefully worked out to make it a perfect tool. 









































In 3 sizes } Long Springy Chinese bristles blended to work 
* 
well and wear long. : 


width 
314” y Indestructible ferrule and BURTON’S patent set- 
4” * ting (no nails to rust—no wooden plugs to swell 
41%," and shrink—no ferrules to rust and burst.) 
longi out 3 3-row construction—brush holds more without 
47% *”° leaking and wears down without swelling or 
4% gaping. 


5 I ” 
~ 5 a Light-weight beaver tail handle held to ferrule by 


bronze screws. Perfect balance in the hand. 


™ Handle removable. Brush may be cleaned easily 
and without harm to it in any way. 


and Piiicie' New= Modern 


Brush Display Stand 


















DEALERS 

are requested to write for 
further information and 
prices on BURTON’S 
(new) IDEAL Wall Paint 
Brushes and on BUR- 
TON’S (new) Brush Dis- 
play Stand, a complete 
brush department in a 
10 inch space. 





The most practical, compact and simplified 
brush-selling display stand—that brings 


new brush sales — new turnover — new 








profits—new trade. 






Stand has 6 panels, beautifully finished in 4 colors, 
displaying 18 brushes with their names and prices. 
It revolves at the touch of the hand. Height 40 
inches—W idth 10 inches. 


BURTON BOSTON BRUSH COMPANY 
122 Harvard Street Cambridge, Mass. 








Look to BURTON for the new. modern Painters’ tools 


Cpurton s Choston Brush es 


MADE SINCE 1844 








